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Have you seen our booklet, “Colombia, THE LAND Or COFFEE”? 
It’s delightfully illustrated, and yours for the asking. 


Careful cultivation .. . Constant experimentation . . 


Assure perfect quality the year ’round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y., 





Stop Expensive Overweights 
... Cut Packaging Labor Costs 


BAR-NUN 
Net Weighers 


Bar-Nun ‘“Auto-Check’’ Net Weighers have establishea 
outstanding records for coffee packaging economies. 

The extreme accuracy of these dependable machines 
eliminates excessive overweight losses and cuts pack- 
aging shrinkage to a minimum. 

Ease of adjustment when changing weights — and 
package speeds up to thirty 1-pound weights per minute 
—result in labor economies that add substantially to the 
savings made by more accurate weighing. 


And, Bar-Nun dependability proved through years 
of satisfactory service in the field means that your new 
Bar-Nun “Auto-Check” Net Weigher will not only save 
you money now, but will be the source of substantial 
production economies for many years to come. 


The experience of scores of satisfied users backs your 
judgment when you choose a money-saving Bar-Nun 
“Auto-Check” Net Weigher for your coffee packaging 
line. Available in four models with capacity ranges from 
at little as 14 ounce up to 5 pounds per discharge—and 
for ground or whole bean coffee. Send for complete 
data, recommendations and quotation on the model 
Bar-Nun ‘“Auto-Check” Net Weigher most suitable for 
lowering your packaging costs. 


| a 


A user writes: "We are thoroughly sold 
on the accuracy of the Bar-Nun, which 
has been checked on various occasions 
and found to be well within the very 
small margin of discrepancy you claim." 


Another user writes: "Our No. 25 Bar- 
Nun Weigher is a big improvement over 
any other weighing machine we have ever 
used," 


This user writes: “Our Bar-Nun Weigher 
and Bag Feeder performs almost perfect- 
ly and the weights are amazingly accu- 
rate. In addition, it naturally saves 
labor.” 
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Engineers and Manufacturers Since 1872 





GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN “‘AUTO-CHECK’’ NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
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DRAVER COFFEE BLENDING SYSTEMS « ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 
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PACKAGING FOR 
RETAIL PRICE 
ADVANTAGE 


Union coffee bags enable 
you to pass along to your 
customers a pennies-per-bag 
savings compared with 

more expensive types of 
containers. These days, 
housewives find the economy 
of paper-packaged coffee 
especially appealing. 





The logical way to deliver 
your retail units is in 

Union master shipping 
container bags. They are 

the coffee shipping bags with 
the automatic bottom 
construction. They’re easier 
to pack; make a neater, 
more compact unit; 

stock and ship better. 


AFRETRE Torse4 


By nion BAG 


& PAPER CORPORATION 


DESIGNER AND MANUFACTURER OF OUTSTANDING COFFEE BAGS 
Southland Coffee Company (Atlanta, Ga., and 
NEW YORK: WOOLWORTH BUILDING Richmond, Va.), uses Union Coffee Bags and 

Union Coffee Shipping Containers for its out- 


CHICAGO: DAILY NEWS BUILDING standing ‘‘Bailey’s Supreme”’ brand. 
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Metal End 
FIBRE 
CANS 


A STRONGER PACKAGE 


Wilt and sag proof! This convolutely-wound 
fibre container makes a stronger package 
with built-in durability to resist wet hands 
in the kitchen and bathroom—right down to 
the last sift! 


A NEATER PACKAGE 


Your label has its best appearance on an R. C. 
convolutely-wound can because it is applied 

dry, without gum. The adhesive is on the body 
of the fibre can. No moisture will affect its ap- 
pearance, giving the product top shelf appeal. 


4 Factories to Serve You 


R ° ¢@ e CAN COMPANY 


MAN actery 9430 Page Bivd., St. Louis 14, Mo. 


and Factory 
Branch Factories: Arlington, Tex.; Rittman, O.; Turner, Kans. 
SALES, OFFICES: C. E. DOBSON, 1003 Carondelet Bldg., New Orleans 12. La. © R. C. CAN CO., 225 West 34th St., New York, N. Y. . MORRIS 


F . euc 
. P. ©. Box 3218, Station F, 1156 Dalon Dr., N.E., Atlanta 6, Ga. © S. W. SCOTT, 608 McCal! Bldg.. Memphis 3, Tenn. @ E. F. DELINE CO., 224 W. 
Alameda, Denver 9, Colo. © W. L. BENNETT, 126 S. Third St., Minneapolis |, Minn. @© CAN SUPPLY CO., 1006 W. Washington Bivd., Los Angeles, Calif. 
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Su Benth No.3 5S 


AND HERE ARE THE FACTS ABOUT IT: 
Capacity from 2,500 to 4,000 pounds per hour.*+ 
Full range of uniform, sharp grinds—from ultra-fine to regular 
Mechanical design which minimizes cleaning and maintenance. 
A mixing chamber which does not change coffee color. 
Infinite number of grind settings, any of which can be held absolutely constant. 

Sturdier, more compact, and lighter than any previously available. 

A “head” replacement system which assures prompt delivery. 


Xi smaller model (the Burns #36) is also available, with a capacity from 1,200 to 2,000 Ibs. per hour. 


JABEZ BURNS & SONS, INC. ° 
11th Avenue at 43rd Street . New York 36, N. Y. Zp OGOUECt! 
DESIGNERS AND MANUFACTURERS OF FOOD PROCESSING EQUIPMENT 4 


JULY, 1954 








CLOSING 
MACHINE 
MAINTENANCE 


PRODUCT 
DEVELOPMENT 


= 


~ CUSTOMER 


RESEARCH 


We aim to make your first order for Continental coffee cans the 
beginning of a long and beautiful friendship. That is why we take 
pains to see that you get cans that are precisely right for your 
processing and packing methods, and deliver them when and where 
you say. We also make sure that you have access to all the helpful 
research and engineering services we have available . . . and tailor 
these services to meet your particular needs. Why not let Continental 
go to work for you now? 


Division: 100 E. 42nd St., New York 17 


(CE continenrar can company | Frisian: oe ore 





COFFEE & TEA INDUSTRIES and The Flavor Field 





YOURS for the asking 


The booklets listed below contain spectal- 
ized, detailed information on various sub- 
jects. This literature is yours for the 
asking. Merely fill out the coupon and mail 


8—avtomaric ROASTER CONTROLS 

A bulletin on automatic controls for 
roasters has been issued by Jabez Burns 
& Sons, Inc. The bulletin explains how 
Burns has developed automatic controls for 
virtually every major phase of coffee pro- 
cessing, covering all roaster models and 
adapted to every roasting method. Jabez 
Burns & Sons, Inc, 11th Avenue at 43rd 
Street, New York 36, N. Y. 


9_ sopern FILLING MACHINES 

A four-page illustrated folder describes 
a complete line of modern filling machines 
and packaging machinery for virtually any 
of your needs. Stokes & Smith Co., 4962 
Summerdale Avenue, Philadelphia 24, Pa. 


10—surerrine PULVERIZER 

The principle of pulverizing by air 
attrition and impact, with simultanecus 
classification and recycle in a single 
machine, is described in a new four- 
page illustrated catalog issued by the 
Schutz-O'Neill Co.. 311 Portland Avenue, 
Minneapolis 15, Minn. 


1 ]—ravor MATERIALS 

This 36-page pocket-size catalog _ lists 
prices and gives detaiis on a long list of 
essential oils, aromatic chemicals and cer- 
tified colors. Virtually all the raw ma- 
terials that go into the making of flavor 
extracts are included. Dodge & Olcott, 
Inc., 180 Varick St., New York 14, N. Y. 


12—ri111Ne AND PACKAGING MACHINERY 

For Silex ground and for pulverized 
coffee, also for whole bean and steel cut 
coffee. Filling machines, carton filling and 
sealing machines, bag and envelope fillers 
and sealers, Cellophane and pliofilm pack- 
aging machines. Special bulletins for each 
type of equipment. Stokes and Smith Co., 
en S, Frankford, Philadelphia 24, 
a. 


13—corrze, TEA, TEA BALLS 
PACKAGING SERVICE 
Complete set of samples of stock tea, tea 
balls and coffee cartons sent on request. 
Label samples also available. Specialists in 
Tea and Coffee Packaging. Rossotti Litho- 
graphing Co., Inc., North Bergen, N. J. 


14—resraunant COFFEE SERVICE 

Illustrated, 46-page catalog gives com- 
plete specifications and prices on coffee 
makers of all types for use in hotels and 
restaurants. Parts and accessories also ful- 
ly covered. Sieling Urn Bag Co., 927 W. 
Huron St., Chicago 22, Ill. 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 


Please send me the booklets whose numbers | 


I have checked: 
80 90 00 110 120 130 140 


| 77th Year 





Firtr Name ........... 





Street Address... 0... 





City and State......... 





Signature......... 





SUEY. PRES 


Formerly THE SPICE MILL 


COFFEE & TEA 


INDUSTRIES 


| Urge public relations “crusade” 


New Orleans Greens buy 
own local radio spots 
Manufacturing processes for 


First of three parts of a 
vital, comprehensive article 


| Navy’s soluble tests 
| Soluble use increasing 


| PCCA asks industry drive 


Pebble Beach convention urges 
measures to defend U.S. market 


The world coffee situation 


A report on supplies, 
demand by the USDA 


Teen-agers take to tea 


Start tea packing operation 
as Junior Achievement project 


The outlook for tea 
A global summary of what's 
ahead, by a Calcutta firm 


Japan tea exports—1953 
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Part 4 of detailed 
list for the trade 


27 foods tie-in with tea ....... 
Tea Council of Canada formed 
Color on your package 


Vanilla tops FEMA discussions 


Hottinger reelected president 
at recent flavor convention 


Some spices are preservatives 


ASTA convention hears research, 
publicity reports at Lake Placid 
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Marketing 

Crops and countries 
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Tea movements 
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U.S. FOOD IMPORT No.1 


Year after year, the demand of the people of the United 
States for coffee has made it the largest of all imports. 
Half this coffee is grown in Brazil. Brazil, in turn pur- 
chases U. S. manufactured and processed goods. 

The two-way trade comes to just about one billion 
dollars for 1954. U. S. consumers, of course, can buy any 
coffee they choose. But the nationwide taste for Brazils 
remains constant. Americans continue to drink more 
Brazils than all other kinds put together. 

Obviously Brazilian coffee is the number one food 
imported into the United States. 

The sheer variety of Brazils is unequalled by any 


other source of coffee. Such crops as the Campinas, 
Ribeirao Preto and Sul de Minas are renowned by both 
the public and coffee experts alike for their fine quality, 
full body and unsurpassed flavor and aroma. They are 
the unique result of the superb growing conditions and 
the generations of experience found only in Brazil. 

No wonder that just about every blend, every brand, 
of U. S. coffee is all-Brazil or Brazil-based. 

Coffee is well known as a friendly drink —and the 
great commerce in it helps to weld bonds of friendship 
among nations. All coffee men deserve credit for this. 
We of Brazil are proud to make a leading contribution. 


THE BRAZILIAN COFFEE INSTITUTE cows srrcer, new vorrs, nv 
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coffee men urge public relations “crusade 


Regional coffee groups back moves by National Coffee Association 


as NCA board names committee to find ways to finance massive drive; 


New Orleans Green Coffee Association buys own local radio spots 


Pressure is mounting within the industry for a “crusade” 
to convince the public there is nothing like a good cup of 
coffee. 

Behind the pressure is the spreading rash of cereal-coffee 
mixtures, coffee extenders and more-cups-to-the-pound ap- 
peals. 

The most dramatic industry action came from New Or- 
leans, where the city’s Green Coffee Association bought 
radio spots to promote the good cup of coffee. 

Most decisive move was the vote by the National Coffee 
Association's board of directors to meet the challenge with 
a large scale public relations campaign, and to find ways to 
raise the funds. 

Solid backing came from the Pacific Coast Coffee Associ- 
ation at its Pebble Beach, Calif., convention. 

Across the country, regional groups spoke up in support 
of NCA’s decision. Resolutions for stepped up public re- 
lations were voted by New Orleans Green Coffee Association, 
the Chicago Coffee Association, the Colorado Coffee Associ- 
ation and the Northwest Coffee Association. 

In New York the Coffee Roasters Association proposed to 
the Pan-American Coffee Bureau a two-cent per pound tax 
on all coffee exported to the United States to make avail- 
able a “substantial” advertising budget. 

NCA’s board, meeting at Pebble Beach during the PCCA 
conclave, decided to form a special committee to find ways 
and means to raise funds for aggressive coffee promotion— 
public relations specifically, not advertising. 

Named to the committee later by NCA President James 
O'Connor were Jerome Neuman, Earl Ackerman, Albert 
Ehlers, Jr., Milton Ruth, Harold Gavigan, William Cain, 
John Wilkins, Jr., and John Heron as chairman. 

Behind the industry moves was a deepening realization that 
in the aftermath of the price crisis the position of coffee 
in this country is being weakened. 

Competition by other beverages is becoming fiercer—in 
one case, milk, with an enormous budget going into direct 
attacks on coffee. 

Within the industry, coffee mixtures are being put onto 
grocer’s shelves by more roasters each week. 

Extenders, supposed to cut drastically the coffee required, 
are making inroads. 

New claims to stretch coffee, through high roasts, are 
hitting the housewife and the restaurateur. Old claims of 
ee are being intensified. 

In this situ%tion, trade leaders recognized that current 
industry promotion—advertising and public relations by the 
Pan-American Coffee Bureau and public relations by the 
National Coffee Association—do not go far enough. 

What is needed, they feel, is a massive promotion for 
coffee on a scale to match the challenge. 
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The support of NCA’s moves by the regional associations 
and the proposal by the New York roasters indicated the 
ferment within the trade. 

New Orleans threw its support to the national action, but 
also decided to do something on its own. The result is 
pioneering in local coffee association activity. 

The Crescent City’s Green Coffee Association is putting 
money on the line to sponsor its own spot announcements 
on radio to promote the use of coffee in the home. 

One minute spots are being used twice each day, one in 
the morning and one in the early afternoon, five days a week 
for ten weeks. 

The Green Coffee Association is working in cooperation 
with the advertising representative of a local radio station 
on the spots, which are slanted to appeal to the housewife’s 
sense of econcmy and taste. 

Copy emphasizes how inexpensive each cup of coffee is 
and promotes its use at meals as well as at coffee breaks. 

“Beverage manufacturers have been making a concerted 
effort to suggest their products for mealtime use,” the asso- 
ciation explains. ‘This must be offset by coffee promotion 
if a valuable consumer channel is to be maintained.” 

In charge of the radio advertising are New Orleans trade 
leaders George Westfeldt, Jr., president of the association; 
Earl Bartlett, of the American Coffee Co.; Milton Ruth, of 
Leon Israel & Bros., Inc.; and Louis Arnaud, of Lafaye and 
Arnaud. 

“Although our association realizes that this is somewhat 
of a departure from the general functions of the Green 
Coffee Association of New Orleans, our members are con- 
vinced that such a program, although not a major under- 
taking, is definitely necessary for our industry right now,” 
Mr. Westfeldt declared. 

“We believe the money will be well spent, and we hope 
our friends and associates in this industry agree with our 
feeling and will do something in this direction. If a con- 
certed effort is made by all associations, increased results 
should be felt in each community.” 

The New York Coffee Roasters Association warns that 
coffee drinking, like smoking and many other things we do, 
is basically a matter of habit. 

In the letter to the Pan-American Coffee Bureau, associ- 
ation president Fred Kohn declares soberly that “there is 
nothing in the laws of nature that requires millions of 
Americans to consume billions of cups of coffee every week. 
If anything, many of them have misgivings that too much 
coffee is not especially good for them. 

“Against this background, the coffee growing nations have 
seen the value of their annual crops advance to the tune of 
over one billion dollars in a matter of months. This rise 


(Continued on page 41) 





To serve you 
better and as a salute to a 
‘250,000,000 industry, we 
are proud to announce 
the completion of our new 
and most modern instant 


coffee and instant tea 


plant at Jamaica, New York 


SOL CAFE MFG. CORP. 
SOLUBLE COFFEE & TEA MANUFACTURERS 
180-05 BRINCKERHOFF AVENUE 
JAMAICA 12, NEW YORK 
Tel: OL 27-0700 : 
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manufacturing processes 


for 
soluble coffee 


By WILLIAM H. KANNINEN, Director of Food Technology, 
and STEPHEN E. TAUB, Group Engineer, Foster D. Snell, Inc. 


First of three installments of a comprehensive article on one of the top coffee subjects today 
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Ever since the first appearance on the market of powdered 
soluble coffee, it has been the aim of manufacturers to de- 
velop a product which could duplicate the flavor of freshly- 
brewed coffee. Despite the large number of patented proces- 
ses designed to capture the volatile flavor principles extracted 
from coffec, the limited success of such attempts is evidenced 
by the absence, on the market, of a soluble coffee product 
which retains all the characteristic aroma of the freshly- 
brewed product. However, these efforts have resulted in 
gradual improvements in flavor quality through technical 
refinements in the extraction and drying operations involved 
in the manufacture of solubles. 

Present-day thinking in the coffee industry has come to 
accept the thesis that, while the duplication of the freshly- 
brewed flavor is the ultimate objective, the production of 
2 soluble coffee which has a good, if not a true coffee flavor, 
has definite advantages.’ This dual-purpose approach to 
the problem has been reflected by increasing consumer ac- 
ceptance of soluble:, due in substantial measure to the ob- 
vious convenience factor. As a result of this trend, a great- 
er interest has been promoted among other manufacturers, 
who previously could not accept a ‘‘double-standard” in a 
coftee product. 

The technological improvements in the manufacture of 
solubles have given particular emphasis to controlling the 
factors responsible for loss of flavor quality in both the 
extraction and drying processes. Among these factors may 
be considered the effect of atmospheric oxygen; prolonged 
exposure to elevated temperatures, with consequent flavor 


A model of a Snell packaged unit spray dryer. 
JULY, 1954 





WHAT HAS 


ry) ° MWe 


GOT TO 
DO WITH 


INSTANT 





COFFEE® 





Did you know .. . that Penicillin deteri- 
orates when exposed to moisture . . . that 
Gutmann developed a screw cap with a 
special type of FILMA®seal innerseal to 
safeguard leading brands of Penicillin 
against moisture ingress, substitution or 
contamination? 


And, did you know that Gutmann de- 
veloped the proper closure for Instant 
Coffee jars, long before this convenient 
product gained nation-wide popularity? 
This cap with FILMAseal type M-18 today 
protects leading brands of ‘'Instant'’ 
against moisture or contamination. Break- 
ing the seal means complete consumer 
satisfaction, assurance of full weight and 
cleanliness. 

Gutmann screw caps in all sizes are avail- 
able with FILMAseal inserted in the cap, 
both applied in one. Fully automatic 
and manual equipment are available for 
FILMAseal application. 


FREE 


BROCHURE 
ON REQUEST 
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deterioration and volatilization of important flavor com- 
ponents; and removal of undesirable flavor principles from 
the bean by too complete extraction.’ 

Perhaps the most critical condition operating to cause 
flavor deterioration is the presence of atmospheric oxygen. 
The importance of this aspect of the problem is indicated 
by the large number of patented processes designed to 
mitigate the oxidative flavor changes during the manufacture 
of soluble coffee. These processes include various applica- 
tions, such as vacuum deaeration,’ addition of reducing 
agents,’ addition of hardened fats, and blending with 
carbohydrates." 


Trend away from carbohydrates 


The use of carbohydrates is practiced for other reasons. 
Their use results in a reduction of the degree of concentra- 
tion of coffee solubles ordinarily required for the dehy- 
dration step. An increase is also obtained in the bulk densi- 
ty, an important factor from a consumer point of view. 
According to more recent practice, these problems are being 
resolved without the use of carbohydrates. 

In all the various processes described in the patent litera- 
ture, a closed extraction system is an essential requirement 
from the point of view of protection against atmospheric 
oxidation and retention of volatile flavor components. In 
the production of coffee extracts in liquid form, provision 
is often made for entrapping volatile flavor components 
during vacuum concentration. However, most processes de- 
scribed for production of dry solubles make no such pro- 
vision for recovery of volatile flavors during the drying op- 
eration. 

Simple in function 


The essential features of the production of soluble coffee 
are relatively simple in function, but involved in practice. 
They consist of preparation of a concentrate by any of several 
brewing, percolation, stepwise counter-current, or continu- 
ous counter-current extraction methods, followed by vacuum 
evaporation whenever necessary to obtain concentrates suf- 
ficiently high in solids to provide for economical drying. 
The design of extractors is influenced by the critical con- 
diticns for flavor stability of coffee extracts. The principle 
of carrying out the initial extraction of fresh grounds by 
water at relatively low temperatures, with higher tempera- 
tures employed for extraction of partially spent grounds, 
has favored the use cf a number of extraction columns ar- 
ranged in series. In this manner, a concentrate ranging from 
20 to 25 per cent solids is obtained, which can then be 
further concentrated by vacuum. A typical process may 
consist of the following essential operations: 

1. Roasting 

. Grinding 

. Extraction 

. Evaporation 

. Addition of carbohydrates (optional) 

. Spray drying (for powder) 

7. Reincorporation of the volatile materials 
These operations are described in greater detail as follows: 
_ Roasting of coftee beans is done by the usual means. A 
‘loss of 10 to 20 per cent in weight may be obtained, de- 
| pending on the degree and time of the roast. Practical ex- 
(Continued on page 14) 
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Navy reasons for soluble 
tests are military, 
not economic, Admiral says 


An official statement clarifying the recent Navy tests with 
soluble coffee has been issued by Rear Admiral Joel D. 
Parks, supply officer of the Atlantic Fleet and Service Force. 

“In the first place, it is necessary to emphasize that the 
reasons behind the test of soluble coffee are military rather 
than economical,” the statement declared. “At present 
coffee prices, the soluble coffee is slightly less expensive 
than the ground variety. However, if and when coffee prices 
return to normal, it is quite possible that the soluble coffee 
would be more expensive. 

"The military benefits of the use of this soluble coffee are 
quite simple and can be summarized in two points. 

“First, it is more compact and can be more easily trans- 
ported. More of the soluble coffee can be carried in a given 
cargo space than the ground variety. In this respect, soluble 
coffee would be extremely valuable in the early stages of 
advance base operations, and for use on small ships where 
Space is at a premium. 

“The second point in favor of soluble coffee is that it is 
more easily prepared than the ground variety. All that is 
required with the soluble coffee, as is well known, is to add 
the powdered coffee to boiling water as opposed to various 
types of coffee-making equipment needed to prepare coffee 
from the ground bean. 

“There are no present indications that the Navy intends 


to change from the ground bean variety of coffee to soluble 
coffee as the standard item on the menu. The purpose of 
the test now being conducted is to test the acceptability of 
the soluble type coffee in comparison with similar tests now 
being conducted by the Army. 

“The Bureau of Supplies and Accounts of the Navy De- 
partment is continually conducting tests toward improving the 
ration as to its acceptability, and to improve packaging and 
preparation of foods in order to improve the military effec- 
tiveness of the Fleet.” 


Form engineering, consulting 


firm on soluble coffee 


Sol Berg, formerly assistant to the general manager of | 
Tenco, Inc., and Leonard M. Zuckerman, formerly assistant 
plant manager of the Harrison Co., have formed an engi- 
neering and consulting organization serving the soluble 
coffee industry. 

The company, known as Berg, Zuckerman & Associates 
will design, erect, and start in initial operation complete 
plants for the manufacture of instant coffee and instant 
tea, they reported. 

In addition, facilities will be available for product de- 
velopment and solution of extraction and drying problems. 
They will feature plants specifically sized for the operating 
needs of small and medium roasters. 

Mr. Berg and Mr. Zuckerman worked together as process 
development engineers for four years at Standard Brands, 
Inc. Both are chemical engineers and have professional en- 
gineering licenses. 








Prepare Now for Increased 
Instant Coffee Sales 


Your own label instant coffee packed 
for grocery or institutional trade. 


= Top quality 
= Competitive price 
= Prompt delivery 


Holiday Brands, tn. 


South Street, Walpole, Mass. 


TELEPHONE WALPOLE 143 
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Sheed Roast 


By DOUGLAS WOOD 
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"Where's my INSTANT coffee?” 


manufacturing processes 


for soluble coffee 
(Continued from page 12) 





perience indicates a figure near 16 per cent is customary. 
Oxidation of the fat content, resulting from prolonged 
heating, must be avoided so as not to impart rancidity. An 
optimum temperature and duration for the roast must be 
established for maximum flavor retention in the final product. 

Grinding must be done reasonably soon after roasting, 
and extraction as soon as possible after grinding, to avoid 
undue oxidation. The exact degree of pulverization is best 
determined experimentally for the particular blend of coffee 
used. Generally speaking, the problem consists in careful 
balancing of two opposing factors. The finer the coffee is 
ground, the greater the surface area, and hence the faster 
the extraction rate. If too finely ground, filtration becomes 
difficult and also there may be channeling and imperfect 
wetting of the entire mass. 

Extraction is carried out on a counter-current system, using 
stainless steel vessels provided with close-fitting lids. As 
many as eight vessels of this type may be interconnected in 


a series arrangement so that the flow of extract passes pro- 
giessively to fresher grounds. Over-extraction is to be 
avoided, since excessive amounts of tannins and other bitter 
flavor substances may impair the flavor of the resulting 
product. 

Evaporation or concentration is usually accomplished in 
a triple-effect vacuum evaporator, utilizing an ester recovery 
system. The weak extract is passed through a special plant 
which continuously removes the volatile flavoring matters. 
Such an “ester recovery system’’ must be an integral part of 
this type of concentrating system. 

The evaporator utilizes external calandrias for high- 
velocity heat transfer. These calandrias are large-diameter 
pipes containing bundles of steam pipes which are heated 
with low-pressure steam. The liquor leaving the ester sepa- 
rator is pumped into the bottom of the first of three calan- 
drias. The combination of the high vacuum at the top and 
the positive pump pressure at the bottom causes the liquor 
to shoot up through the bank of steam tubes; the high ve- 
locity resulting in excellent rate of heat transfer. In this 
first pass, some of the water in the extract is vaporized, and 
the vapor-extract mixture is ejected into a tangential sepa- 
rator, which effectively separates the vapor from the extract. 
The vapor is discharged from the system (or used in the 
second effect) and the partially concentrated extract is col- 
lected in a receiving vessel, and pumped into the second 
calandria. Here, the same process occurs; the liquor rises 
rapidly through the steam tubes, while the vapor which 
forms is separated from the more concentrated extract. 
The vapors are discharged (or used in the third effect), 
while the more concentrated extract is charged to the third 
calandria, and the process again repeated. The coffee con- 
centrate is led from the final separator into vacuum receivers, 
or is discharged by means of a barometric leg. 

Evaporation is continuous, and takes place at 150°F., or 
less. The high velocity in the tube nests limits heating sur- 
face contact time to a few seconds, The recovered esters 
are then re-introduced into the final concentrate. 


Rizzuto heads coffee vending service 

Phil “Scooter’’ Rizzuto has joined the fraternity of coffee 
men. 

He’s president of the Scooter Coffee-Mat Co., which 
services vending machines. 

It’s going to be his full-time job once he hangs up his 
spikes. 
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Instant Coffee 


WE HELP YOU STARTeA COMPLETE SERVICE IS OFFERED 
Design, construction and initial operation of large or small 
plants for manufacture of instant coffee 
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Consultants and Engineers to the soluble coffee industry 
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Suggests economy campaign on home 
breakfast with instant coffee 

An economy campaign built around breakfast at home with 
instant coffee would pay off, suggests George Hairison, presi- 
dent of The Harrison Coffee Co., New York City, trade pro- 
cessors of soluble coffee. 

“In these days of ‘harder-to-get-coffee business’ and econ- 
omy-conscious consumers, it occurs to me that publicity with 
good pay-off could be built around the substantial savings of 
$100 to $300 a year an individual customer would have if he 
or she breakfasted at home and used X Brand Instant Coffee,” 
Mr. Harrison declares. 

“Example: A typical breakfast of six ounces orange juice 
(made from frozen orange juice), a boiled egg, a slice of 
bread and a cup of instant coffee with added milk costs 12 
cents and takes not more than ten minutes to prepare and 
consume. The toast and coffee bird would have the enorm- 
ous expense of four or five cents. Add orange juice, and 
it goes to eight cents. 

Costs—up and down 

“Modest upward change of this typical menu could add 
five cents to the cost (unless one is accustomed to caviar 
in the a.m.) and at most five minutes additional time. The 
first menu Ccescribed would cost anywhere from 60 cents to 
90 cents in a coffee shop, plus the inevitable tip (and you 
never know if you have hurt the server's feelings by not 
being as liberal as he expected). More often than not, the 
customer must wait, and it might easily take from 20 minutes 
to a half hour before he gets out, sometimes with frayed 
temper caused by various types of unneighborly behavior. 
Even though the breakfast may be on the firm’s time, the 
high cost still remains. 

“There aré lots of folks who forego coffee rather than 
clean a coffee pot. Instant coffee is the natural solution for 
them—BUT these prospective instant coffee users have be- 
come accustomed to running off to the coffee shop for their 
expensive breakfasts. They could save themselves $100 to 
$300 a year by eating breakfasts of their liking in privacy at 
home, and would enjoy the experience with instant coffee. 

“The idea has developed such responses as: It’s fun to 
prepare your own breakfast; It’s easy with Instant; Preparing 
my own breakfast makes me feel more independent, self 
reliant. Sales power is hidden in these expressions, especially 
the last. 

“Within the scope of this idea, there is sound material 
for advertising the advantages of having breakfast at home 
with instant coffee. Various breakfast combinations could be 
suggested and comparative costs shown in addition to the 
time factor. 

“The imaginative advertiser could think up any number 
of worthwhile items available to the convenience-minded con- 
sumer through windfall savings stressed by such practical 
examples of economy. 

“This thought is, of course, free of copyright, and it 
would be interesting to see how it may be developed by 
venturesome ad men.” 


Synthetic coffee still years away 

Synthetic coffee is years away, or maybe beyond that, 
because of the difficulty of duplicating coffee’s eight taste 
components and 60 odor elements, reports Roy Miller and 
Steve Rippey in their “Shape of Things’’ column in Food 
Field Reporter. Dr. James W. Johnston, associate professor 
of physiology, Georgetown University Medical School, who 
has done a lot of studying on the subject, is their source. 
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Your Most Practical Approach to 


SOLUBLE COFFEE 


production is thru your 
BOWEN 


REPRESENTATIVE 


@ Many of the leading brands of high 
quality soluble coffee are produced on 
Bowen Spray Dryers. You too may se- 
lect equipment to meet the physical 
requirements you desire for your 
product—bulk density, particle size, 
ready solubility and integrity of flavor. 
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Spray Dryers for soluble coffee pro- 
duction operate automatically to 
produce 2 to 12 tons of powder daily. 


Bowen engineered Spray Dryers meet cost 
production limitations of the smaller com- 
pany as well as the larger producer. 


Bowen design principles can often be ap- 
plied to existing coffee spray dryers to im- 
prove the quality of the product. 


The knowledge based on broad production 
experience can be applied to your problem. 
A conference does not obligate you in any way. 


WRITE FOR INTERESTING BOOKLET — 
“The Bowen Story of Spray Drying” 


BOWEN SPRAY DRYERS 
Always Offer You More! 


BOWEN ENGINEERING, INC. 
NORTH BTANCH 5, NEW JERSEY ¢ 


Recognized Leader in Spray Dryer Engineering Since 1926 
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ano CONTROL 


YOUR SHARE 
OF THE PROFITABLE 
SOLUBLE COFFEE 
BUSINESS WITH 


THE HARRISON CO. 


COFFEE PROCESSORS FOR THE TRADE 
601 West 26th St., N.Y. 1, N.Y. 
Phone: ALgonquin 5-3914 


LAMINATED FOIL PACKAGES AVAILABLE 
FOR INSTITUTIONAL SERVICE 
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Instant coffee winning more 
headway among lighter coffee 
consumers, survey shows 


More people are drinking instant cof- 
fee this year than a year ago. 

This trend is pointed up in “Coffee 
Drinking in the United States, Winter, 
1954”, a report on the seventh study 
of coffee drinking sponsored by the 
Pan-American Coffee Bureau. 

The study is based on personal in- 
terviews conducted by the Psychologi- 
cal Corp. with 8,000 people across the 
country from January 7th through Feb- 
ruary 3rd. 

In January, 1953, 12 per cent of the 
people interviewed had consumed some 
instant coffee the day before the inter- 
view, while this year 14 per cent had 
done so. 

There is an indication that the gain 
in instant coffee drinkers is greater 
among lighter coffee consumers than 
among heavier consumers. A year ago 
the people drinking instant coffee 
averaged a total of 3.10 cups of all 
coffee per drinker per day. The larger 
number of instant coffee drinkers this 
year average less per drinker, 3.02 
cups. 

Among people drinking any instant 
coffee, 68 per cent of all the coffee they 
drank was instant and 32 per cent was 
regular, These proportions are the 
same aS a year ago. 

The gains in instant coffee drinking 
can also be expressed in the rate of 
drinking in relation to the total popu- 
lation, .25 cups per person per day 
for 1953 and .29 for 1954, a gain of 16 
per cent. 

Over the past year the gains in in- 
stant coffee have occurred principally 
at meal times. A year ago, 80 per 
cent of the instant ccffee was drunk at 
meals, .20 cups out of a total of .25 
cups per day. This year .24 cups out 
of .29, representing 83 per cent, was 
consumed at meals. 

The entire gain in instant coffee 
drinking was reflected in consumption 
at home, which rose from .23 to .27, 
while consumption at work stayed at 
.02 for both years. There continues 
to be a small amount of instant coffee 
consumed at restaurants and small eat- 
ing places. 

Women showed greater gains in 
drinking instant coffee than did men. 
A year ago men drank .24 cups per 
day and now drink .27, while women’s 


‘consumption rose from .26 to .31 cups. 


Seventy-five per cent of the people 
who drank instant coffee made their 
own. This compares with 71 per cent 
in the previous study. Of the 75 per 
cent of the people who made their 
own cup of instant coffee, 53 per cent 
were women and 22 per cent men. 

Each person who drank instant coffee 
was asked if that coffee had been 
made in a pot or other container, 


COFFEE & TEA 


INDUSTRIES 


rather than in a cup. Five per cent 
reported that the coffee they drank 
had been made in a pot or other con- 
tainer. 

As in the previous study, people 
were again asked their opinions of 
instant coffee. They continued to ex- 
press about the same proportion of 
favorable and unfavorable comments, 
and even those who drank it within 
the past week continued to have an ap- 
preciable number of unfavorable com- 
ments to make. This is not as signifi- 
cant as the fact that more people are 
drinking instant coffee now than a year 
ago and that the total consumption has 
increased, 


The new E-Z way 


New restaurant coffee maker 
uses liquid concentrate 


A new coffee unit for restaurants— 
the E-Z Way Automatic Pushbutton 
Coffeemaker—has been announced by 
the Steel Products Co., Cedar Rapids, 
Iowa. 

The machine is equipped with two 
spigots and two pushbuttons. Pushing 
one button dispenses a cup of coffee. 
Strength and quantity are easily ad- 
justed. The second pushbutton dis- 
penses hot water for tea, hot chocolate, 
soups, etc. 

The new unit uses liquid coffee con- 
centrate, frozen, or a concentrate made 
from any good soluble coffees on the 
market. It has one quart liquid con- 
centrate capacity, sufficient to make 
126 to 150 cups of coffee. It can 
serve up to 400 cups of coffee per hour. 

The size of the machine is small— 
24 inches high, 13% inches wide, 18 
inches deep. 


General Foods expands 
instant coffee plants 


Expansion of facilities for producing 
soluble coffee last year included the 
addition of equipment to the plant in 
San Leandro, Calif., the General Foods 
Corp. declared in its annual report. 

Other General Foods instant coffee 
plants begun or finished last vear are 
in Hoboken, N. J., Houston, Texas, 
and Montreal, Quebec. 

Another plant will be in operation 
soon at Jacksonville, Fla. 
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Some of the coffee men at PCCA's hard-hitting 1954 convention in- 
cluded (top, from left) D. N. Lillevand, retiring PCCA president Peter 
Folger, Harry March, president-clect Oswald Granicher, Harry 
Thompson, T. Carroll Wilson, Ernest Shaw, Lloyd Thomas, George 
Malmgren, Weldon Emigh, H. Urrutia, Ed Johnson, Sr., Joe Fitz- 
patrick, Harry Maxwell, William M. Cain, Jerome Neuman, Robert 
Quinlan, Bert Balert, W. S. Rathy, Andrew Glover, John Beardsley, 


L. I. McKim and Don Harvey. Also (bottom, from left) Robert Man- 
ning, Earle Lingle, Henry Schmidt, Cedric Sheerer, Roy Farmer, 
Margaret J. Rauchle, William Rowe, Jr., William Norton and Norman 
Johnson in the caddie-coaster, photographed by Ed Johnson, Jr., 
R. Priminger, Robert Stevenson, Gustav Wedell, Jose Lamacchia, 
Horacia Cintra Leite, W. J. Rowe, Warren Kludt, Alan Dale, Bud 
Magee, Wade Dale and Joseph Dale. 


industry public relations drive to guard 
coffee volume asked by PCCA convention 


By MARK M. HALL, San Francisco Representative 
Coffee & Tea Industries 


Holding the P.C.C.A. conventions at Pebble Beach seems 
to have become a confirmed habit, and it may well be because 
there is no place to compare with it in beauty, accommoda- 
tions and challenging golf. 

The 1954 meetings were very succesful from the standpoint 
of attendance, which totaled 180 members and friends, with 
35 wives. This was the largest attendance on record for 
both members and guests. Increased facilities at Del Monte 
Lodge made it possible. A goodly contingent arrived from 
New York and other outside points. 

The highlight of the conventicn seemed to be the opinion, 
as expressed in speeches and resolutions, that the coffee 
industry should close ranks anc work for a larger plan of 
public relations to meet ‘the problems raised by high prices 
to the consumer. The promotion, supplementing brand 
name advertising would be for the industry as a whole, to 
meet the competition of other beverages and the danger of 
reduced consumption, 

The convention elected as president Oswald L. Granicher, 
and as executive vice-president Ernest L. Shaw. 

Named directors, green division were Mr. Granicher, chair- 
man, who is with Ruffner, McDowell, & Burch, Inc., San 
Francisco; John J. Beardsley, Otis, McAllister, San Francisco; 
Weldon H. Emigh, Weldon H. Emigh Co., Inc., San Fran- 
cisco; E. T. Heathcote, S. F. Pellas Co., San Francisco; E. A 
Johnson, Jr., E. A. Johnson & Co., San Francisco; Carl D. 
Lincoln, Otis, McAllister, Scz*tle; William J. Morton, Wil- 
liam J. Morton, Inc., Los Angeles, 

Elected directors of the roast division were Mr. E. L. 
Shaw, chairman, who is with Hills Bros. Coffee, Inc., San 
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Francisco; Ray Bradt, Ben Hur Products, Inc., Los Angeles ; 
Morris Buckingham, Alexander-Balart Co., San Francisco; 
Lee Elliott, Defiance Tea & Coffee Co., Portland, Oregon; 
Peter Folger, J. A. Folger & Co., San Francisco; E. M. 
Manning, Jr., Manning’s Inc., San Francisco; Henry Schmidt, 
Nabob Foods Limited, Vancouver. 

The convention was teed off Sunday evening by a cocktail 
party given by Peter Folger for the board of directors of the 
National Coffee Association. Many members arrived Sunday 
but the great influx was Monday, the day for registration 
and the greeting of old friends. Also on that day, the board 
of directors of NCA met in the morning, and the PCCA board 
met in the afternoon. 

Tuesday morning, as usual, was the general meeting of 
members and guests. Peter Folger, as PCCA president, 
thanked the members for their able and unselfish cooperation 
during his term of office. 

He had special praise for the work of Harold F. Gavigan, 
as chairman of the steamship committee, in placing before 
PCCA the problems involved in the threatened rate increase 
of the Colpac and Aswesco Conferences. Also involved 
in this work was Neil Hopping, of Hills Bros., who did a 
fine job of straightening out various difficulties with the ship- 
pers of Nicaragua. 

Walter Granicher and his committe made a real con- 
tribution to the organization of PCCA, Mr. Folger said. 
Changes were recommended in the by-laws which were sub- 
sequently adopted. This had the effect of pulling all 
groupss, north and south, closer together. 

Mr. Folger acknowledged the fine assistance and able 
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counsel of his vice-president, Oswald Granicher. He called 
attention to Mr. Granicher's participation in the TV pro- 
grams. 

The financial position of the association was both good 
and bad, Mr. Folger said. They would have to look for 
a more independent source of income, because too much of 
it was coming from the testing and classifying of coffee 
for the Army. Mr. Folger congratulated the whole industry 
for the fine job of public relations it was doing. He praised 
the work of Margaret J. Rauchle, secretary, for her outstand- 
ing contribution to the efficiency of the organization, 

Oswald Granicher paid tribute to Mr. Folger as an 
outstanding president, and to the other committees which 
worked with him. He explained, smiling, that “Pete referred 
to me as Curly, but that might be complimentary.” Mr. 
Granicher's shiny pate seems to have come in for some 
attention lately. 

William Waldschmidt, southern regional vice-president, 
spoke of definite progress during the year. Lee Elliott 
told how they had ironed out their problems in the Northwest 
and had set rules for state purchase of coffee, which had 
helped to eliminate poor coffee in that reigon. 

Royal Frew said he was happy about the new by-laws, 
which had the effect of bringing the whole Coast into 
closer cooperation. 

“Now is the time to close ranks and face the problems 
of the industry united,” Mr. Frew said. “Support the 
public relations program, hire professionals to carry it out, 
and battle to hold the coffee market against competing 
beverages.” He reminded the coffee men that he advocated 
group advertising and promotion five years ago. 

NCA President James M. O'Connor paid tribute to 
the outstanding conventions which were held under the aus- 
pices of PCCA. 

“I have been simply thrilled with the genuine beauty 
of Pebble Beach ever since I arrived here on Sunday after- 
noon,” he said. ‘It is truly a gorgeous place and an ideal 
spot not only for a convention but for any kind of a stay. 

“I have had the pleasure of working with many of you 
for many years on problems of the coffee industry, and 





“Now is the time to close ranks and face the problems 
of the industry united. Support the public relations program, 
hire professionals to carry it out, and battle to hold the 


coffee market against competing beverages.” 
— Royal Frew 





particularly in Washington during the trying war years. 
The great contribution of the work of the Pacific Coast is 
indelibly written in the records of the industry, and does not 
need repeating by me now.” 

“I heard it said years ago that one of the fine and lasting 
things which we get out of life is the friendship which de- 
velops from our contacts and dealings in the conduct of our 
daily business. I have found that to be so, and I am now 
looking at many men in this group whom I have for a long 
time regarded not as business acquaintances but as good 
friends.” 

John F. McKierman, NCA executive vice president, re- 
viewed the frost and price situation during the last year and 
its impact on prices. Problems for the coffee man had mulkti- 
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plied, he declared. He congratulated PCCA for its leader- 
ship, and said NCA had derived much of its strength from 
this leadership. 

In reviewing the supply situation, Mr. McKierman gave 
figures to show the tight picture. With higher prices 


came stiff compeition. He cited the promotion of milk as a 





“What about increased consumption? In my opinion, we 
are less than holding our own. Why? Becaus we are fighting 
with the wrong weapons, with the wrong strategy and—the 
worst kind of handicap—too many of us are too busy fighting 
each other. What do | mean by that? Just this: 

“Some of us, in our ads and public attitudes, are saying 
in effect: ‘All right, the price is high. You can’t afford as 
much coffee as before. So—drink our brand. It gives you 
more cups to the pound than the other fellow’s brand’.” 

— John F. McKiernan 





substitute for the coffee break. The dairy industry had ap- 
propriated $4,000,000 dollars to carry on the campaign. On 
top of this, Governor Dewey of New York, a dairy man 
gave his support to the movement. The Tea Council 
had also increased its appropriation. 

There was only one way to combat the competition from 
other beverages at a time when coffee was at a disadvantage— 
to institute a public relations plan and to extend advertising 
for coffee as such, he declated. United action was the only 
way to reverse the trend, he emphasized. 

Horacio Cintra Leite, president of the Pan-American Coffee 
Bureau, said the entire coffee industry was confronted by 
2 common challenge which could not be solved by the effort 
of any one segment, but called for industry wide <ction. 

The present situation of high prices and short supply 
would continue most likely until 1955, he said. The com- 
petition against coffee would do its utmost to take ad. 
vantage of the situation. He indicated that movements like 
Governor Dewey's coffee to milk suggestion would not con- 
tribute to the good feeling between this country and the 
coffee producing countries. In facing the problems of high 
prices, it is advisable not to try to solve it by reducing 
quality, he pointed out. This would be disastrous in the long 
run. The Latin American countries are working hatd to im- 
prove the quality of the bean and to increase production by 
fertilizing and through better strains of trees, he added. 

Andres Uribe, representative of the National Federation 
of Coffee Growers of Colombia, said it would take long- 
range planning to solve the coffee situation, but he thought 
it could be accomplished by united action. He told of 
a book he had written “Brown Gold.” not only to entertain 
but to present to people the story of coffce and to help the 
industry solve its proble:rs. He telt it was the first book 
of its kind on the siityect, and hoped to have it in all 
libraries. 

Roberto Quinonex, minister of agriculture of El Salvador, 
told how his country is trying te !ea4 its people into intelli- 
gent planning in agriculture. The situation today shows how 
easy it is to upset the world balance when anything goes 
wrong, he pointed 3ut. 

(Continued on page 32) 
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GREEN COFFEE: WORLD EXPORTS FROM PRINCIPAL PRODUCING AREAS 
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the world coffee situation 





Prospects for the 1954-55 season’s production apppear 
more promising than the actions of world buyers might 
indicate. 

This viewpoint is offered by the U.S. Department of 
Agriculture in a comprehensive Foreign Agriculture Ser- 
vice circular of information relating to the current world 
coffee situation. 

The anticipated decrease of production in Brazil again 
may be largely offset by increasing crops from other pro- 
ducing areas of the world, U.S.D.A. says. Additional trees 
planted during the past five years are coming into produc- 
tion and the prospects for 1955-56 are bright. These pros- 
pects will have a favorable effect on the willingness of 
producers to further decrease their stocks in 1954-55. 

In addition, a decline in the world demand for coffee 
is possible as consumers work off the supplies which were 
acquired so strenuously during 1953-54. 

In some respects, Western European coffee buyers have 
out-purchased the United States importers during the cur- 
rent marketing season. It is reported that while some 
buyer resistance was encountered earlier in the season 
from United States importers (in the higher grades of 
coffee), the Western European purchasers were willing to 
pay the quoted price. 

During the fall, German importers bought heavily of 
higher grades of coffee. More recently, there has been a 
tendency for Brazil prices to be quoted somewhat higher 
than current New York prices, less export costs. Again, 
the European buyers are reported willing to buy at the 
higher price. 

However the willingness of all buyers to pay higher 
prices for coffee has carried the world price to its present 
height. 

World production of coffee in 1953-54 is estimated now 
at 40,600,000 bags, compared with 40,700,000 bags in 
1952-53 and 39,200,000 bags in 1951-52. The current es- 
timate is 2 percent below the prewar (1935-36—1939-40) 
average of 41,600,000 bags and 16 per cent above the 
post war (1946-47—1950-51) average of 36,900,000 bags. 


Preliminary estimates of world coffee production for 
1954-55 are not yet available. Information received on 
weather conditions, acreages and additional new plantings 
during the past few years lends credence to the belief 
that world production will not decline in 1954-55 and 
may approximate the current estimate for 1952-53. 

The total coffee production of the Western Hemisphere 
nations should continue to rise despite the setback to 
Brazilian production, In Africa, only Angola should show 
decreased production during 1954-55, and in Asia an in- 
creased production of at least 10 percent is indicated for 
the season ahead. 

Coffee production in Brazil in 1953-54 is now about 
45 per cent of total world production. This compares 
with a prewar average of 25,300,000 bags, which was al- 
most 61 per cent of total world output. 

It is now apparent from the large crop on the undam- 
aged trees that southern Sao Paulo and northern Parana 
would have had a bumper crop in 1954 if the area had not 
suffered from frost damage in July, 1953. It is estimated 
that less than half of the producing coffee trees in North 
Parana escaped with light or no damage from the frost. 
The balance was frozen to the ground or otherwise heavily 
damaged. 

It is believed that the North Parana harvest for 1954 
will not exceed 1,500,000 bags, or less than 40 per cent 
of an average crop for the present number of producing 
trees. It seems reasonable to expect that the Parana 
crop for 1955 will reach 3,500,000 bags, and the 1956 
production will reach 5,000,000 or 6,000,000 bags, or 
near to the prefrost prospect for the 1954-55 harvest. 

In Sao Paulo, about 50,000,000 trees in the areas hit 
by the frost were heavily damaged. However, this loss 
to production is minimized by the fact that this number of 
trees represents less than 5 per cent of the total under 
production in Sao Paulo. The damaged trees are 20 to 30 
years old and low yielding, and the areas not damaged 
have a very heavy crop on the trees. It is anticipated 
that even in the heavily damaged areas of Sao Paulo, pro- 
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duction should not be much less than the small output of 
1953. 

The 1953-54 coffee production of Colombia seems likely 
to reach 6,900,000 bags, or 500,000 bags more than the 
previous crop. The current level of coffee production in 
Colombia represents about one-sixth of total world out- 
put of coffee. The prewar average of 4,500,000 bags was 
less than 11 per cent of total world production. 

It is estimated that in the past eight years the total num- 
ber of coffee trees under production in Colombia has in- 
creased by more than 10 per cent. Plantings were particu- 
larly heavy in 1946. As a result, coffee production in- 
creased after 1950-51 to a point about 13 per cent higher 
than the five year (1946-47—1950-51) average. 

Recent reports from Colombia indicate an increase in 
plantings of about 4 per cent annually during the past 
three years. These plantings are now beginning to enter 
production. The prospective rate of increased plantings 
for the next two years is 5 per cent annually, contingent 
on the maintenance of high export prices. If the reports 
on increased plantings are accurate, Colombian coffee out- 
put should exceed 7,000,000 bags in the near future and 
a new level of production established within five years. 

Production of coffee in South American countries other 
than Brazil and Colombia, 1,200,000 bags in 1953-54, 
has remained relatively stable since prewar, The increased 
outputs of Ecuador and Peru have been offset by declines 
in other areas. 

The production of Ecuador has increased recently by 
more than one-half the previous crop averages. These 
increases have occurred primarily because of improved 
methods of cultivation. Increased plantings have been 
relatively few. 

The increased output of Peru has occurred on larger 
acreage in combination with greater care in the harvesting 
of existing plantings. 

Adverse weather conditions lowered the Venezuelan 
coffee crop this season, and the recurrence of such a small 
crop is not anticipated in the future. Within the past 
two years, 5 to 10 per cent additional plantings have been 
reported in the Venezuelan coffee-producing areas. 

Of interest from the miscellaneous areas of South 
America is the report that a prospective plan to develop 
480,000 acres of potential coffee lands in Northwestern 
Paraguay has been promoted by Brazilian interest with 
heavy North American participation. 

Coffee production in North America is estimated at 
6,700,000 bags during 1953-54, compared with 7,100,000 
bags in 1952-53 and 6,600,000 bags in 1951-52. The out- 
put for these three years averaged 17 per cent of total 
world coffee production. Prior to World War II, North 
America accounted for less than one-eighth of total world 
output. 

An increased output for North America over prewar 
is noted for the immediate postwar period. The most ef- 
fective increases in production were to come later from 
additional acreage planted during those five years after 
the war. As a result of the postwar acreage increases, 
1952-53 output exceeded the five year postwar average of 
5,900,000 bags by 20 per cent, and the five year prewar 
average of 5,300,000 bags by 32 per cent. 

Despite the reduction of coffee output this season, re- 
ports from most North American producing areas indicate 
continued acreage increases in recent years and in the 
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immediate future. The extent of additional new plantings 
has ranged from negligible in Nicaragua (which reports 
new plantings for replacement only) to a 10 per cent 
annual increase in Honduras. Honduras is followed in 
importance, on a percentage basis, by the Dominican 
Republic (5 per cent increase annually), Mexico (3 to 5 
per cent increase annually), Guatemala and others.  In- 
creased production for future export is being urged in 
Panama. 

In addition to increased plantings, some North Ameri- 
can producing areas report projects for improved cultural 
practices in the production of coffee. 

Reports received from all coffee producing areas of 
North America show that total acreage to be harvested 
in 1954-55 should be about 3 per cent higher than that 
available in 1953-54. Barring adverse weather, production 
in 1954-55 should be well above 7,000,000 bags for North 
America. 

Coffee production in Africa is estimated at 5,400,000 
bags during 1953-54, compared with 5,000,000 bags in 
1952-53 and 5,200,000 bags in 1951-52. The current 
estimate is more than double the prewar average output 
and represents more than 13 per cent of the total world 
coffee production. 

Among the important producing areas of Africa, only 
Kenya shows a decline since prewar. The decreases of the 
current and past seasons followed drought conditions 

(Continued on page 29) 
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Leon Israel & Bros., Inc. 
Coffee Importers 


NEW ORLEANS 
300 MAGAZINE ST. 
CHICAGO 

404 NO. WELLS ST. 


NEW YORK 
10! FRONT ST. 


SAN FRANCISCO 
160 CALIFORNIA ST. 
AGENTS FOR 


LEON ISRAEL AGRICOLA E EXPORTADORA S/A 
(BRAZIL) 


Coffee Planters & Exporters 


SANTOS @ RIO DE JANEIRO 
PARANAGUA @ ANGRA DOS REIS 


General Agents for Europe 


ISRAEL (LONDON) LTD. 
110 Cannon St., London E.C. 4, England 














is the thrifty way 
to keep 


This scientifically-engineered coffee bag provides the ut- 
most in moisture-proofness and flavor retention in a flexible 
container and at less than ‘2 the cost of cans. ARK-TITE 
requires minimum storage space and therefore minimum 
distribution costs and may be effectively shelf displayed 
either upright or horizontal with the butt panel showing 
brand name. 

ARK-TITE is the most modern and thrifty way to package 
coffee. Coffee packaged in ARK-TITE is fresh on delivery— 
and remains fresh over a longer period of time than in 
conventional paper bags. 








FEATURES OF ARKELL & SMITHS’ 
ARK-TITE BAG 


@ Pliofilm lined maximum protection. 
@ Heat-sealed bottoms and closures. 


@ SOS Automatic style for easy filling 
and upright shelf display. 


@ Printed in up to 4 colors with 
attractive high gloss inks. 





ARKELL AND SMITHS 


Canajoharie, N. Y...Wellsburg, W. Va...Mobile, Ala. 


| Second automatic vendor brewing 


regular coffee is announced 


United Industries, Detroit, has reported that its self-brew- 
ing coffee vender, Coffee-Teria, will be contract produced 
by the United Refrigeration Co., Hudson, Wis. 

The machine incorporates the patented automatic brew- 
ing principles of the Gold Prize Coffee Co., non-coin Urn- 
O-Matic restaurant and institution unit. 

It is the second vender to offer a regular grind self- 


| brewed drink. The first was designed by the Square Manu- 


facturing Co., Chicago. This unit, however, is being made 


| available only to operating subsidiaries of the ABC Vending 
| Corp., of which Square is a manufacturing subsidiary. 


| Brazilian inventor wants U. S. 
| investors to back coffee devices 
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A Brazilian inventor wishes to sell the rights to two 
patents to U. S. investors who would be interested in 
developing the devices on a commercial basis in Brazil. 

One of the patents offered covers a portable machine 
for making and dispensing coffee. It can be adapted to 
iced beverages. 

The second patent covers a portable platform for the 
beverage dispenser, easily attached to and removed from a 
pickup-type truck. 

The inventor states that the machine and platform were 
designed for use at such places as summer resorts and 
large sporting events, where fixed installations for dis- 
pensing hot coffee and other beverages would not be 
economical. 

Further details may be obtained from Carlos Palmer, 
Avenida Beira Mar 406, Apt. 1205, Rio de Janeiro, Brazil. 


Coffee in taste-free containers 


Visitors to the Monsanto Chemical Co. booth at the 
23rd National Packaging Exposition in Atlantic City, N. J., 
were served coffee in plastic-coated paper containers. 

The take-out containers, said to eliminate paper taste, 


| are products of the Sealright Co., Inc., 


Both the plastic coating and the adhesive utilize Mon- 
santo’s non-toxic plasticizers. 


Develops three-way coffee maker 


“Women know very little about coffee or coffeemaking. 
So, I'll tell you.” 

So says Robert T. Cameron, retired Knoxville, Tenn., 
lawyer who keeps bachelor quarters and has been working 
on a coffee pot for five years. 

It’s patented with eight claims to special features, It 
brews coffee in any of the popular ways—percolator, drip 
or pot—all in the same container. 


You don’t have to blow 


Is your coffee too hot? 

You no longer have to blow to cool it off, or—heavens 
to Betsy!—chill it in the saucer, or wait impatiently. 

The Carnescraft Co., Fairfield, Conn., has decided to 
make life simple. 

They've developed an aluminum gadget that does the 
job. All you do is slip it into the cup, and it absorbs 
heat. 


The thingamabob is a small, solid cylinder with a handle. 
and The Flavor Field 
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P.A.C.B. NEWS 


Pan-American Coffee Bureau, 120 Wall Street, New York 5, N. Y. 
Brazil * Colombia * Costa Rica * Cuba * Dominican Republic * Ecuador 


El Salvador « Guatemala « Honduras « Mexico * Venezuela 
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Again this summer, the 
Pan-American Coffee Bureau 
is conducting a promotional 
program to help sell Iced 
Coffee. 


Iced Coffee is featured in the July and 
August insertions of the advertising column 
“Coffee-break with Mary Margaret McBride.” 
The text emphasizes the correct method for 
making Iced Coffee — the “pre-cooled” and 
the “quick” ways. 


This advertising will appear in Ladies’ 
Home Journal, McCall’s, Woman’s Home 
Companion, and Good Housekeeping — with 
a total circulation of more than 16 million. 
It will run over the signature of the Coffee 


Brewing Institute, Inc. 


Full-color Iced Coffee streamers have been 
prepared by the Pan-American Coffee Bureau. 
These are being offered to roasters for $1.00 
per hundred, less than half cost, for use in 
restaurants, fountains and other eating places. 
An appetizing color picture of Iced Coffee 
illustrates the streamer, and the copy suggests 
“cooling, delicious Iced Coffee... for your 
‘Coffee-break’ and with meals.” 
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In addition, the Pan-American Coffee 
Bureau is conducting an extensive publicity 
campaign. Releases throughout the summer 
months will feature Iced Coffee. Photographs 
and menus including Iced Coffee are being 
distributed to food editors of magazines and 


newspapers throughout the country. 


Roasters can take advantage of the summer 
season by supporting Iced Coffee in their own 
advertising and promotion. 


Both restaurants and fountains should be 
urged to make Iced Coffee correctly and to 
feature it on their menus, window and dis- 
play signs. 

You are invited to use the Pan-American 
Coffee Bureau’s colorful Iced Coffee stream- 
ers in your Own promotional campaign. For 
a sample, please write the Pan-American 
Coffee Bureau, 120 Wall St., New York, N.Y. 


Sincerely yours, 








Marketing 


merchandising . . . promotion 





advertising . . . 


Three out of five Americans 
now get daily coffee breaks 
at place of work, study reveals 


About three out of every five employed Americans now 
have daily coffee breaks at their place of work, according 
to a nationwide survey report. 

In 1950 less than half (49.5) per cent of all employees had 
coffee available to them during the working day, the study 
revealed. Since then the percentage has increased nearly 
10 per cent—to 59 per cent. 

The study, which was conducted this past winter by the 
Psychological Corp. for the Pan-American Coffee Bureau, 
consisted of personal interviews with 8,000 people, from 
all socio-economic groups in communities of varying size. 
It covered all ages from eight up, men and women in all 
income levels, and all sizes of cities, towns, and villages 
from the largest metropolitan areas to small villages of 300 
to 400 people. 

Average per person consumption of coffee during the 
period studied (January 7th through February 3rd) was 
2.52 cups daily, a gain of approximately 9 per cent over 
the winter of 1950 and 2 per cent over 1953. 

Seventy-five per cent of those interviewed reported that 
they drank some coffee every day. Twenty-five per cent 
drink four or more cups daily, more than 14 per cent drink 


three, nearly 18 per cent drink two, and nearly 17 per cent 
drink one. 

There was some decline in the number of three and four- 
cup drinkers, 

Highest consumption was found in the 30 to 49 age 
groups, which drink over three cups a day, followed by the 
25-29 age group which consume almost exactly three cups 
daily. 

The 50-59 group consume slightly less than three cups, 
and those in the 20-24 age group approximately two and a 
half cups a day. Teen-agers from 16 to 19 drink just under 
a cup and a quarier a day. 

“How did your coffee 

taste this morning?” 

Colonial asks public 

A coffee advertisement selling a brand by stressing quality, 
not more cups to the pound, is exceptional today. 

The Colonial Coffee Co., Nashville, Tenn., took husky 
ads to ask the public, “How did your coffee taste this morn- 
ing?” 

Colonial used that pitch to nudge along some misgivings 
about what might happen to quality in other brands in a 
price situation like today’s. 

“Whenever the cost of green coffee rises sharply, as it 
has in recent months, there is a strong temptation for coffee 
roasters to cut quality,” the ad said. ‘There are so many 
grades of coffee it is easy to substitute a slightly lower 
grade and save money. There is also a temptation to en- 
courage distributors to store up too much coffee. By the time 
this stored coffee reaches the customers it is old and stale. 

"This seems like a good time for the Colonial Cotfee Com- 
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Nash salesman Tom Bieniewicz, waitresses and cartoon bags 


pany to say it has not yielded to these temptations. We are 
puting the same fine coffees in Colonial today that we were 
six months or six years ago.” 

In its wind-up paragraph Colonial states: 

“Nothing tastes better than a fine cup of coffee. That's 
why we ask, ‘How did your coffee taste this morning?’ ”’ 


Nash Coffee uses cartoons 
on 24-unit shipping bags 

Brightening the outlook of the restaurant and hotel coffee 
brewer—particularly before that first morning cup—is no 
small achievement, but the Nash Coffee Co., St. Paul, Minn., 


has taken steps to do just this. 

Printed on the shipping bag of each 24-unit pack is a 
cartoon tied to the use of Nash’s Coffee, but designed to 
bring a chuckle from the restaurant used. Three cartoons, 
drawn by a well-known cartoonist, now appear on the 
wrappers and three more are scheduled for the series. 

How effective have the cartoons been? 

L. J. Clark, Nash general manager, puts it this way: 

“Cooks, stewards and waitresses are inclined to welcome 
the salesman who brings a smile with him. In_ several 
places, for example, the cartoons are displayed on the 
kitchen bulletin board. 

“While we can't tell for certain just how much they have 
boosted sales, we do know that this inexpensive customer 
bonus has helped to create brand remembrance for Nash 
and has eased the task of our coffee salesmen.” 


Does your container give 
coffee brewing instructions? 

Go into any grocery store and pick up an assortment of 
coffee packages. How many of them contain brewing in- 
structions for the consumer? 

You'll find the number is small, if any. 

Where instructions are given, they are probably vague and 
not too helpful. 

Take a look at your own coffee container. 
brewing instructions? 

If not, and if you want to correct that situation, you can 
now get from the Coffee Brewing Institute, 120 Wall Street, 
New York City, copies of clear, approved, succinct in- 
structions which you can print on your containers. 

The instructions are headed: ‘How to brew good coffee 


every time.” 


Does it give 
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Crops and countries 





coffee news from producing 


IBC head raps USDA figures 


Joao Pacheco e Chaves, President of the Instituto Brasil- 
eiro de Cafe, took to task coffee figures issued recently 
by the United States Department of Agriculture, it is re- 
ported by Octavio Veiga, Santos correspondent of Coffee 
& Tea Industries. 

“It is not the first time that American statistics have 
raised doubts and confusion among coffee companies,” 
Mr. Chaves said. 

“Giving statistics referring to world production of 
coffee, the U. S. Department of Agriculture presented 
figures different from those published by the IBC, per- 
taining only to exportable production, i.e., coffee shipped 
for export, local trade and consumption at the ports. 

“USDA refers to a crop of 18,100,000 bags for Brazil, 
while IBC stated that the crop at the end of coffee ship- 
ments in the interior last April 30th was 14,158,130 bags.” 


areas 


See record Colombia crop 


The 1953-54 coffee crop in Colombia now seems almost 
certain to set a new production record, reports the U. S. 
Department of Agriculture. Harvesting of the main crop 


in the major producing areas is well under way, and all 
reports agree that prospects are excellent for a bumper 
yield. 

One informed private prediction has been that produc- 
tion during this crop year will exceed the record crop of 
1951-52, which reached 6,711,000 bags. 


The same source 


placed the exportable production at approximately 6,200,- 
000 bags which, when added to the expected domestic 
consumption of approximately 700,000 bags, would give a 
total domestic production of 6,900,000 bags. 

Certain other estimates from industry sources predict 
a harvest of up to 7,000,000 bags during the current 
crop year. 


Mexico’s 1953-54 crop is smaller 


The 1952-53 coffee crop in Mexico is now estimated at 
1,470,000 bags, as compared with the earlier estimate of 
1,450,000 bags. 

The 1953-54 crop, mostly already harvested, is es- 
timated at 1,250,000 bags, the reduction being due 
largely to the drought and to the cyclical reaction from 
the very large 1952-53 crop. 

The outlook for the 1954-55 crop, on which the harvest- 
ing begins October Ist, is for an increased production of 
about 1,300,000 to 1,400,000 bags. 

Since only about 230,000 to 250,000 bags, or one-fifth 
of Mexico’s coffee crop, are consumed domestically, ex- 
ports from the present 1953-54 crop are estimated at 
about 970,000 bags, and from next years’ 1954-55 crop, 
well over 1,000,000 bags. 

The United States took 90.6 per cent of the exports 
of green coffee from Mexico in 1953. Europe took 8.4 
per cent in 1953. 


New export tax on Tanganyika coffee 


A new export tax on Tanganyika coffee is in effect. 
The tax is calculated on a sliding scale, starting at ten 
pounds sterling per ton for coffee sold at 250 sterling 
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per ton, and rises one sterling for every price rise of | 
five sterling above 250 up to a maximum tax of 80 sterling | 
per ton. 


The rates now applying in sterling per ton are: Robusta | WHY CHICORY? 


hard coffee, 46; Arabica hard, 61; mild coffee, all grades, 
62; and Cherry Buni, 29. 
Two tons of cherry Buni considered as one ton of Does the coffee you are using 


clean coffee for tax purpose. | adil: body; desien the ‘cilee and 
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Brazil coffee is losing produce a really satisfying cup? 


ground, says Rio trade 
leader, opposing minimums 


“Brazilian coffee is losing ground on the world market 
because, although it isn’t the best coffee in the world, it is the 
most expensive,” said Rui Gomes de Almeida, vice president many “pure” coffees. Coffee plus 
of the Associacao Comercial de Rio de Janeiro, in opposing = A : 
the recent Brazilian government regulation fixing minimum Muller’s chicory wins and holds 
prices for coffee. friends. 

He pointed to several factors, such as increasing production 
in Africa and Colombian coffee selling at lower prices than 
Brazilians, as helping reduce Brazil's market. But he de- 
clared that the primary danger lay in the price-fixing move, 
which ‘‘is not in our national interest and raises the world E. B. MULLER & CO. 
market problem to an even more critical degree.” 

Only in the United States, he said, are Brazil’s coffee : 
sales increasing. But even here he pointed to an increasing $3 Wooster St. New York City 
fear in Brazil that competition from Africa eventually will 333 Girod St. New Orleans, La. 
give Brazil and the coffee-producing countries of Central PORT HURON, MICHIGAN 
and South America trouble. In Europe, he declared, citing ’ 
export-import statistics to prove his point, Brazil is losing 
ground, 

He emphasized that: 

1.—Brazil during 1953 exported to the United States, 
Europe and the Middle East 1,037,313 bags less than during 
the year 1952. 

2.—Colombia, other Western Hemisphere countries, Afri- 
ca, Asia and Oceanica, sold during the same period 2,402,312 
bags more than they did during 1952. 

3.—Exports by Colombia, other Latin American countries 
and Africa increased by 1,907,768 bags by comparison with 
1952. 

4.—In the American market Brazil showed a gain in 
1953 amounting to 1,130,597 bags over 1952. 

5.—For many years, Brazil has furnished 60 per cent of 
the total coffee consumed. In 1952 this percentage dropped 
te 48 per cent and in 1953 to 43 per cent. 

‘Now we see Colombia offering her coffee in the world 
market for two, three and even four cents lower than our 
Santos Type 4,” he added. “This breaks all the traditional 
lines and demonstrates completely the fact that Colombia 
and Central America formerly obtained prices higher than 
Brazil. All this indicates that there must be a revision in 


Brazil's political treatment of the coffee industry.” I VIR } I] 1] l) Al TE 
| J NN ) j d 


Gillette gets Senate approval 
for rider curbing coffee futures 


Senator Gillette won Senate approval of legislation re- 
quiring government supervision of futures trading in coffee. 

He did it by putting a rider onto a bill previously passed 
by the House requiring similar government supervision of 
futures trading in onions by the Commodity Exchange Au- 
thority. 


No? Then mix in a little Muller’s 
fine quality chicory and taste the 
immediate improvement. Costs 


only about one fourth the price of 


Branches 
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USDA sees Brazil coffee 
tight — but adequate 
for usual export needs 


Including carryover and new crop, the supply of regis- 
tered coffee forecast for the marketing year beginning next 
July Ist remains near 16,000,000 bags. 

Allowing 800,000 bags for the domestic market, Brazil 
could export 14,000,000 bags and have a small mid-1955 
carryover near 1,000,000 bags. 

This summary of the Brazil coffee situation was made 
available by the Foreign Agricultural Service of the U.S. 
Department of Agriculture as the current issue neared 
the deadline. 

Although this is a tight position, U.S.D.A. declares, the 
prospective supply appears adequate to maintain ship- 
ments near the usual scale to most export markets. 

A crop any smaller than now forecast would create 
a very tight position. Conversely a crop only a little 
larger than now predicted would ease the pressure signifi- 
cantly. 

Recent observations in the field indicate that as a result 
of rain, the coffee fruit drop is larger than normal. It 
is believed that the main effects of the rains will be a 
moderate delay in the harvest and possibly some lowering 
of quality. 

The visible supply of coffee for 1953-54 is calculated 
at 17,800,000 bags, based on a carryover last year of 3,- 
000,000 plus registrations of 14,800,000. With exports 
of 15,000,000 and domestic usage of 900,000 bags of 
registered coffee, the probable visible carryover in June 


is indicated at 1,900,000 bags. 

This figure agrees roughly with that reported by the 
Brizilian Coffee Institute, which reported the remaining 
availability on April 30 at 3,500,000 bags. The Institute 
has announced a probable carryover of 1,800,000 based on 
an assumption that May-June exports will exceed 1,500,- 
000 bags. 

The new harvest is well under way, and results so far 
are in accord with predictions of registrations at 14,000,000 
bags. This included 7,000,000, to 7,500,000 from Sao Paulo, 
3,300,000 in Minas Gerais, and 1,500,000 each in Parana and 
Espirito Santo. 

There has been considerable downward pressure exerted 
in Brazil on the market, causing vigorous protests among 
growers who now regard the late March quotation of 475 
cruzeiros (95 cents New York) as the price which they 
should get for the new crop. The export buyers, on the 
other hand, are not disposed to take the risk of purchasing 
at last season’s top prices. Furthermore, the local buyers 
stand to gain a great deal if prices are relatively low dur- 
ing the harvest when growers are selling. 

Accordingly, a recent flurry of increased trade estimates 
regarding carryover and prospective crop is regarded with 
a great deal of suspicion by growers who term it a maneu- 
ver toward lowering prices temporarily during the har- 
vesting months. Heavy selling by Brazilian interests of 
futures in New York, and widespread publication of mis- 
leading statistics by trade groups, are described locally as 
further evidence of a calculated maneuver. Allegedly 
there is action of this type seasonally each year, but be- 
cause of the high stakes this year the effort is said to 
be more pronounced than ever. 
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Growers are demanding that the government block such | 
maneuvers and in response the Institute already has taken ee ee Foe 


action, including (1) wide publicity to Institute statistics | 
showing limited supplies, (2) retraction of the action ex- | 

tending 1953 registrations through May, and (3) establish- | | At L. C. BENDIKS, INC. 
ing a lean basis of 1,300 cruzeiros per bag of coffee at | 
interior points, instead of limiting the loan basis of 1,500 | 


cruzeiros at port. | NEW YORK NEW ORLEANS 


Pressures are growing also to obtain a higher exchange | 
rate than the 23.36 cruzeiro per dollar which now is applic- | : 
able. Growers and export ‘eats both are backing this, | | 96 Front St. 225 Magazine St. 
on grounds that coffee prices are below the recent high | 
and that a May Ist decree, which doubles the minimum | 
wage of urban workers, will soon be reflected in higher IMPORTERS - JOBBERS 
production costs for coffee. 

A permanent board of directors, replacing the tem- 
porary organizing board, took over management of the COFFEE - TEA 
Brazilian Coffee Institute in late April and is expected 
to orient policy strongly in the growers’ interest. 


(Coan fom pest) | N,V. KOFFIE HANDELMY 
which cut quality as well as quantity of the marketed MATAGALPA 


commodity. 

While no increase in plantings or in coffee production P. 0. Box 631 
by Europeans is expected in the future, native-grown 
coffee acreage in Kenya has tripled in the past three AMSTERDAM, C. HOLLAND 
years and this new additional acreage should enter pro- itis, 
duction in the near future. Total native-grown acreage, 
now 2,000 acres, is scheduled to reach 65,000 acres within 
15 years. 

Reports from Uganda indicate future plantings for 
replacement only. However, additional acreages of Ro- 
busta coffee trees, totaling 55,000 acres, were planted dur- 
ing the last three years, and this acreage will soon enter 
production and raise coffee production about one-third 
the present coffee output of Uganda. 

Information on coffee acreage in Tanganyika is currently 
unavailable. However, additional plantings over the next 
few years are indicated for that area. 

French territories in Africa have shown a steady in- 
crease in coffee production since prewar. The output of 
the most important producing area, French West Africa, 
is now five times the prewar average. Reports from this 
area indicate approximately 15 per cent additional plant- | 
ings of coffee trees in recent years, and output of coffee 
is expected to rise gradually to a level of 1,700,000 bags. 

Angolan production of coffee is now more than three 
times the prewar average output. A record crop of 1,100,- 
00 bags was produced in 1953-54. The crop of 1954-55 
is expected to be one of the lowest in Angola's history, 
with production falling 50 per cent or more because of the 
lack of rainfall. 

After 1954-55, the level of Angola's coffee output should 
begin to rise. New additional plantings of 20 to 25 per 
cent above present acreages will begin to produce. 

In addition, new plantings of approximately five per 
cent annually continue to be made, and only adverse | 
weather can hold back production increases in the future. | 

Like most coffee areas of Africa, Madagascar is ex- 
panding acreage and anticipates much higher productions 
in the near future. Actually, a 1953-54 production 25 S. A. SCHONBRUNN & CO., INC. 
per cent higher than the estimate shown was expected, Ex- 77 Water Street, New York, N. Y. 
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cessive rains caused substantial losses of berries in the 
Tamative Province just as the harvest was getting under- 
way. Despite this setback, a steady rise in output will 
take place in the years ahead, as 40 per cent additional 
plantings (since 1952) move into production. Additional 
plantings during 1954 are expected to total another 10 
per cent of present acreage. 

The decline in Ethiopian coffee production during the 
current season is described as a biennial cyclical fluctuation, 
and the longer range production trend is expected to ccn- 
tinue upward. Additional plantings in recent years of 
10 per cent are reported, and future plantings will proba- 
ably increase. 

Production of coffee in Asia and Oceania is estimated 
at 2,200,000 bags for 1953-54. Total production in this 
area of the world should equal or surpass the prewar level 
of 2,500,000 bags in the near future. 

Reports from Indonesia indicate that the production 
of coffee should rise by 10 per cent annually during the 
next two years and should continue to rise at a declining 
rate of increase thereafter. 

Coffee acreage in India increased 8 per cent from 1947- 
48 to 1951-52. These additional plantings began to enter 
production last year and increases of coffee output should 
continue during the next few years. 

Total coffee supplies, from which world requirements 
must be satisfied, are at a low point of 46,500,000 bags 
in 1953-54, about 4,000,000 bags less than the postwar 
average of 50,300,000 bag;. The postwar peak of 52,400,- 
000 bags was reached in 1942-49. 

Since 1947-48, distribution of ccffce for world consump- 


tion has exceeded world production and the excess of re- 
quirements over production has been satisfied from ac- 
cumulated surpluses carried over at the end of each season. 
These carryovers have been reduced at an average of 1,- 
850,000 bags annually for the past six years, Carryovers 
at the beginning of the 1947-48 season were more than 
17,000,000 bags; at the beginning of the current season, 
they were less than 6,000,000 bags. 

The world’s consumption of coffee has remained rela- 
tively steady since the 1947-48 season. Distribution for 
the six years between 1947-48 and 1952-53 averaged about 
40,100,000 bags. Distribution in 1952-53 marketing 
season was relatively high at 41,300,000 bags. 

Distribution in the producing countries is estimated at 
8,300,000 bags for 1952-53. This figure is higher than 
the postwar average of 8,000,000 bags, but lower than 
the average 8,400,000 bags of the four years previous to 
the current season. 

Reports from most producing countries indicate that 
the high domestic prices for coffee will provide a deterrent 
to internal consumption this year, and a temporary decline 
in distribution is probable. 


SCRA elects J. L. Antrim, Jr. 

J. Linwood Antrim, Ji., of C. W. Antrim & Sons, Rich- 
mond, Va., was elected president of the Southern Coffee 
Roasters Association at its recent meeting. 

Named vice presidents were R. Bates Smith, Interstate 
Coffee Co., Augusta, Ga., and Marvin Bubis, American Tea 
and Coffee Co., Nashville, Tenn. ; 

William E. Smith, Batterton Coffee Co., Birmingham, Ala., 
was elected secretary-treasurer, 
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To produce coffee it takes the proper soil, the right climate, 
and—credit. Bank of America, by maintaining a special de- 
partment in coffee financing, offers expert assistance to the 
planter... the shipper... the American importer and dis- 
tributor. If the international credit facilities of the world’s 
largest bank can assist you, wire or write Bank of America, 
300 Montgomery St., San Francisco, or 660 South Spring St., 
Los Angeles—attention International Banking Department. 
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NCA an exhibitor at convention 
of Federation of Women’s Clubs 


The National Coffee Association was an exhibitor at the | 
convention of the General Federation of Women’s Clubs, | 


held in conjunction with the International Homemakers Ex- 
position in Denver, Colorado. 


NCA’s exhibit included a colorful display created by | 
Jabez Burns & Sons, Inc., depicting in back-lighted photo- | 
graphs, artists’ sketches and text, the coffee cleaning, roast- | 


ing, and grinding processes. 


Another installation which attracted many visitors was 
the Pan-American Coffee Bureau's display, ‘The Story of | 


Coffee.” This is a bamboo-framed, back-lighted picture box 
in which six kodachromes and captions show the flow of 
coffee from the seedling to the cupping stage. 

Four specially prepared black-and-white coffee photos, 
each of them 30 by 40 inches, decorated the back wall of the 
booth. There was continuous projection of the sound-color 
films, “Good Things Happen over Coffee” and “Colombia, 
the Land of Mountain Coffee.” 

More than 8,000 copies of the leaflet, ‘“What’s Happened 
to Coffee?’ were distributed to delegates and visitors, as 
well as a like number of the Coffee Brewing Institute’s book- 
let, “How You Can Make Good Coffee Every Time,” and 
CBI's Standard Brewing Measure. 

On hand were NCA’s director of public relations, Joe 
Drury, and his assistant, Margaret McDougall. 


Sewell retiring from NCA; 
Curry resigns for new post 


Charles S. Sewell, long a familiar figure in the coffee 
industry, is retiring as a member of the staff of the National 
Coffee Association. 


| 
| 
} 
| 
| 
| 
| 
| 





Richard F. Curry, a member of the NCA staff for the | 
past two years, has resigned to become managing director | 


of the National Preservers’ Association. 


‘In coffee for 26 years, Mr. Sewell was with NCA for 16 | 


years. 
SPICE MILL, now COFFEE & TEA INDUSTRIES. 


Who says the coffee business 
isn’t stable? Look at Davies 


Before that he was on the editorial staff of THE | 


In these days of coffee crisis, we like the item called to | 
our attention by Jon Zitz, general sales manager of the Hill- | 


Shaw Co., Chicago, makers of Vaculator coffee equipment. 


In his Seattle Times column, “Just Cogitating’, C. T. | 


Conover recently recalled the city’s business district as it was 
back in 1890. He remembered that around the corner from 
the Scandinavian-American Bank was Manca’s Cafe and the 
Davies Coffee Co. 

Manca’s Cafe and Davies Coffee are still in business, 
columnist Conover reported. In fact, Davies is still selling 
Manca’s Cafe—just as it did 64 years ago. 


India to. export more coffee; expect record crop 

The Indian Coffee Board, at its annual meeting in Ban- 
galore recommended an export allocation of 30,000 tons 
for the 1953-54 crop, in addition to 5,000 tons already 
sold for shipment abroad. 

The revised estimate of the crop is set at 29,000 tons, an 
all-time high. 
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Cottee 


Agents for Reliable Shippers 


in Producing Countries 


Specializing in: 
BRAZILS 
COLOMBIANS 
VENEZUELANS 














Coffee tastes better 


Coffee sells better 
when freshly ground 
on a GRINDMASTER. 


MEMBER OF 


AMERICAN 
DUPLEX CO. 
LOUISVILLE 2, KY. 


Manufacturers of 
THE WAY TO 
GRIND COFFEE — 
THE WAY TO 


KY 7 Fete) 34 
The 
GRINDMASTER 











industry pe%iic relations drive 
asked by PCCA convention 
(Continued from page 19) 





Coffee is often produced under primitive conditions, he 
said. Research is gradually raising the standards of the 
growers and their product. His government is experimenting 
with electronic processes for drying and ways to shorten 
other operations in prepaving the bean for market, he re- 
ported. They hope to cut the time from 20 days to one. 
Even more effort has been made to improve the coffee 
growing industry since high prices than before. 

The night before the golf tournament, the boys were given 
a chance to pick their favorites through the sweepstakes 
system. Tickets at a dollar per were bought and odds were 
determined very much as in pari-mutuel betting on horses. 
A goodly sum was accumulated for the lucky ones among the 
bettors. 

When it comes to the story of the golf tournament, we 
depend on one of the crack players—who has earned his 
share of first and second prizes—to give an inside account 
of the game. We thank Cedric Sheerer for the following: 

“The convention golf tournament was an outstanding suc- 
cess this year, due in large part to the excellent work of the 
golf committee in assessing accurate handicaps, and on the 
insistance of maintaining adherence to the rules of golf. 

“It was gratifying to see Bill Lynch come coasting home 
well in the lead by virtue of near-perfect playing. The diffi- 
culty of his feat is emphasized when one surveys the yawn- 
ing abysses and devilish stretches of sand and rough-set to 
catch the egies golfer. Penalties of terrain work a 


greater hardship on a player of Bill's caliber than on the 
higher handicappers. 

“The majority of the also-rans are going back to work on 
their games for next year, realizing that Pebble Beach is 
really a championship course. While there were no hole-in- 
ones this year, your golf reporter fashioned two eagles on 
the second hole during the several days. 

“Winners of the prizes were as follows: first, Bill Lynch, 
80-10-70, a prize clock radio; second, Cedric Sheerer, 85- 
12-73, a clock radio; third and fourth, a tie between Ernie 
Kahl, 92-17-75, and Gene Heathcote, 92-20-75 (Ernie chose 
a set of matched irons, and Gene a set of matched woods) ; 
fifth, Earl Lingle, 89-13-76, an ice chest; sixth and seventh, 
a tie between Ernie Shaw, Tom Barrett, Don Harvey and Joe 
Fitzpatrick. On a flip of the coin Harvey won and chose 
a golf bag while Fitzpatrick eloped with a dozen golf balls. 

“The hole-in-one prize, a zipper blanket, was won by 
Bob Quinlan. Guest low gross was won by Dick Cain and 
guest low net by Bob Lillevand, a dozen golf balls each.” 


Nine innings—more or less 


The traditional line-up of the roasters vs. the greens 
was shattered at the convention ball game. Where all 
had been competition between the two groups, this 
game was fraternization, with every man in the pursuit 
of glory for himself. At the start there were not sufficient 
roasters on hand. Green men began infiltrating the 
ranks of the roasters and the result was an odd blend 
which was hard to identify. Just to distinguish them, let 
it be said that Harvey Brockhage was on the green team, 
but he had many a hot player who was a roaster. Ernie 
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Shaw represented the roasters, with many of his distin- 
guished players green men. 

The score in about nine innings was—more or less— | 
Harvey's team 9, Ernie's team 9. 

No game is a game without an umpire, so they wheeled | 
Joe Hooper into position and he called balls or strikes 
to suit his mood. Joe had retired from baseball . 

“All purpose Bolger’ as Joe Fitspatrick epitomized him, | 
did a good job as catcher for both sides, as long as he 
could keep his balance. Sometimes the wind from a fast 
ball would knock him over. 


Fitzpatrick homer—for whom? 

Incidentally, Joe Fitspatrick hit a home run, and when 
interviewed by the press, didn’t know whether he was 
playing with the roasters or the greens. 

Ernie Kahl caught a hit from Oswald Granicher. As 
Oswald is his boss, he should have muffed it. When 
Ernie batted the ball, and was hot-footing it to first, an 
outfielder caught it. Pretending to throw the ball to first 
the fielder bounced it off Ernie’s neck. Ernie made first 
with one hand rubbing his neck. Just for that, Ernie 
made second—and for what team he never knew. 

Jack Schimelpfenig knocked a ball way out into center 
field. Jack Mooney was dreaming on second, until the 
other Jack shoved him off, telling him there was a base- 
ball game going on and he could resume his dream on 
third. When the game was over, there were no hard feel- 
ings. The honors were equally divided between the | 
roasters and the greens, score or no score. 

Here are sidelights picked up by the roving reporter 
during the convention. 

A coffee man was pulling a caddy-cart about the golf 
course. When he took a swing at the ball, it went so far 
he lost track of it. Finding no players to help him, he 
turned to a caddy who was standing by and asked, ‘Did you 
see where it went?’ The caddy shot back. “Ask your 
cart.” The source of this story was Leo Baruh. Leo was 
at the convention with his usual camera. He takes very 
good pictures. 

L. A. in the sun 

When Bill Waldschmidt was addressing the convention, 
he told the members he had phoned his office in Los 
Angeles that morning and was told the sun was shining. 
This was in the best tradition of the Los Angeles Chamber 
of Commerce and won the approval of the listeners, from 
the south, When it came time for Royal Frew to speak, 
he said, “I phoned my office in Seattle and it was raining.” 
That brought a laugh, but there was nothing unusual 
about that either. 

Mr. & Mrs. T. Carroll Wilson and Mr. & Mrs. Edward 
Aborn arrived the Friday before the convention to have a 
real vacation. The convention was convenient as an ex- 
cuse. 

Bob Stevenson and Ralph Priminger, of Merrill Lynch, 
Pierce, Fenner & Beane, teamed up to remind the boys 
that while the present was the time to have fun, the 
“futures” were not to be forgotten. 

Andrew Mosley said he wasn’t reaching for anything 
else; he was just trying to digest what he had. 

Bill Rathy was able to attend the convention because 
his co-partner, Wilbur Hughes, could not prevent him 
from coming. Wilbur was in Brazil. 

Bert Balart, though not in the coffee business now, is | 
in it deep sentimentally, The convention would lose | 
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some of its color if he were not there, and you can in- 
terpret that literally. 

When it comes to entertainment, leave it to Eddie 
Johnson, Jr. The professional show was really good. It 
opened with the reshowing of local talent on a TV show. 
The title was “Coffee, Queen of Imports’, part of the 
San Francisco Chamber of Commerce Golden Gate pro- 
gram as shown on TV Channel KRON. Those taking 
part were Oswald Granicher, Ernie Shaw and Stanley 
Gleason, along with professionals. 

The next feature was “Beans of Wrath”, a gay comedy 
of coffee men filmed a number of years ago. Most of 
the survivors would like to be as agile today. 

Peter Folger did a little acting himself. In his most 
serious manner, he announced he was about to introduce 
a noted Englishman, Dr. Walter Johnson, who had re- 
cently visited Kenya and other African coffee producing 
regions and that the gentleman had something important 
to say. He hoped the audience would listen respectfully. 
They did until the hoax was discovered. Dr. Johnson 
was none other than a comedian on the Fibber-Magee 
show. 

The rest of the show was varied and entertaining. One 
group of stunt actors and gymnastics had to call in Cedric 
Sheerer to put the finishing touch on one of their acts. 

With the conclusion of the entertainment the con- 
vention was over. Some of the boys lingered in the tap 
room, and the next morning saw most of them heading home. 


Trade mourns death of L. F. Good 
The coffee trade is mourning the passing of L. F. Good, 
resident manager of Otis McAllister’s St. Louis Office. He 
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died at St. Mary's Hospital in that city after a short illness. 

Mr. Good was active in the coffee brokerage business in 
St. Louis for about 35 years. After returning from World 
War I, he joined his father, the late M. S. Good, whose firm's 
name was M. S. Good & Co., coffee brokers. At the death 
of his father, Fred took over the business and continued to 
operate the office until about two years ago, when he became 
resident manager for Otis McAllister. At that time, Otis 
McAllister bought the assets of M. S. Good & Company. 

Mr. Good had the reputation of being a fine coffee man. 
He had many friends in St. Louis, as well as in all of the 
coffee centers of the United States. 

He is survived by his wife, Dorothy Ross Good, his 
daughter, Mary Nancy Fitzgerald, and his son, John. 


Levering Coffee names Curley general 
manager; instant coffee planned 
The Levering Coffee Co., Baltimore, has announced the 
appointment of M. J. Curley as its new general manager. 
Mr. Curley, well known in food circles, comes to the 
Levering Coffee Co., which was founded in 1842, with over 
40 years of experience in the wholesale grocery field. 
Levering plans to add several new lines to its general 
coffee and tea business, and will launch an instant coffee 
under the Lord Calvert brand. 


Want to live to 114? 
Sam Lemler, Los Angeles, drank ten to 15 cups of coffee 
a day. 
This fact was pointed out by relatives at his funeral. 
Mr. Lemler had passed away at the age of 114. 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 


Alcoa—Alcoa Steamship Co. 

Am-Exp—American Export Lines 

Am-Pres—American President Lines 

ArgState—Argentine State Line 

Am-W Afr—American-West African Line 

Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 

Barb-Wn—Barber Wilhelmsen Line 

Brodin—Brodin Line 

Cunard—Brocklebanks’ Cunard Service 

Delta—Delta Line 

Dodero—Dodero Lines 

Ell-Buck—Ellerman & Bucknell S$.S. Co. 

Farrell—Farrell Lines 

Grace—Grace Line 

Granco—Transportadora Gran 
Colombiana, Ltda. 

Gulf—Gulf & South America Steamship 
Co., Ine. 


Ship Sat ings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 





lFC—L.F.C. Lines 
Independence—Independence Line 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Lid. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc. 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

NYK—Nippon Yusen Kaisha Line 
PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacifie Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd. 

R Neth—Royal Netherland Steamship Co 
Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard—Stockard Line 
Swed-Am—Swedish American Line 

UF ruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


Abbreviations for ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christ: 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
]x—Jacksonville 
LA—Los Angeles 
M/—Montreal 
Mo—Mvbile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portlan 
PS—Puget Sound 
SF—San Francisco 
Se—Seattle 
St Jo—Saint John 
Ta—Tacoma 
To—Toledo 


Va—Vancouver 


Hol-Int—Holland-Interamerica Line 


COFFEE BERTHS 


SAILS SHIP LINE DUE 


8/25 Lempa UFruit N09/5 
9/16 Anchor Hitch Grace LA10/15 SF10/18 Sel0/24 


SAILS SHIP 
ACAJUTLA 


7/14 Mafalda UFruit —Cr7/20 NY7/28 
7/20 Anchor Hitch Grace  LA7/31 SF8/3 Se8/9 

7/27 Alcyon UFruit Cr?8/2 NY8/10 BARRIOS 

8/7 — Byfijord UFruit Cr°8/14 "08/20 7/11 Marna UFmuit  NO7/15 
8/10 Mabella UFruit Cr8/16 NY8/24 yr pret saane ameeal 
8/24 Mafalda UFmit Cr8/30 NY9/7 7/18 Uses pias nana 
9/1 Csti Avnturer Grace LA9/12 SF9/15 Se9/21 123 ai >t re 

i / /24 
10/4 Anchor Hitch Grace LA10/15 SF10/18 Sel0/2 1k Naa panier 


7/30 Choloma UFruit NY8/6 

ANGRA DOS REIS 8/1 Marna UFruit NO8/5 
8/6 Cape Cod UFruit NY8/12 

7/20 Forester PAB _—LA8/9. SF8/11 Va8/17 Se8/18 Po8/19 8/8 Leon UFruit NO8/11 
8/19 Pathfinder PAB _—LA9/7_SF9/9 Va9/15 P09/16 Po9/20 8/13 Lovland UFruit NY8/20 

8/15 Aggersbory - UFruit + NO8/19 

8/20 Copan UFruit NY8/27 
AMAPALA 8/22 Marna UFruit N08/26 
7/17 Mafalda UFruit = Cr?7/20 NY7/28 8/29 Lempa UFruit NO9/1 
7/17 Anchor Hitch Grace LA7/31 SF8/3 Se8/9 
7/30 Alcyon UFruit Cr’8/2_ NY8/10 
8/11 Byfjord UFruit Cr°8/14 N08/20 BUENAVENTURA 

13 Mabell Fruit Cr°8/16 NY8/24 

achat am pon NY9/7 7/1L Santa Cecilia Grace = NY7/19 

7/14 Santa Rita | Grace | NY7/22 Bo7/27 Ba7/30 Pa8/1 NY8/2 
pint: tallies aR op Pipe as 7/16 La Heve Independence LA7/26 SF7/28 Va8/2 Se8/3 P08/6 
i a a : 7/18 Santa Margarita Grace  N7/26 

7/20 Santa Rita Grace NY7/28 Ba8/5 
BARRANQUILLA 7/25 Santa Isabel Grace  NY8/2 

7/28 Santa Flavia Grace LA8/6 SF8/9 $e9/9 
7/12 La Heve Independence LA7/26 SF7/28 Va8/2 Se8/3 Po8/6 7/28 Santa Olivia Grace | NY8/5 Bo8/10 Ba8/13 Pa8/15 NY8/16 
7/13 Santa Catalina Grace NY7/21 8/1 Santa Barbara Grace NY8/9 
7/13 A steamer = UFruit’ | NY7/24 8/22 Santa Eliana Grace  LA8/31 SF9/2 Se9/9 
7/14 Avenir UFmit 07/25 9/2 Santa Adela Grace —_ LAQ/11 SF9/13 $e9/20 
7/19 Cape Avinof UFruit = NY7/29 9/11 Santa Juana Grace  LA9/20 SF9/22 $e9/29 
7/27 Vindeggen UFruit NY8/7 
7/28 Lempa UFruit N08/8 
8/3 Majorka UFruit NY8/14 
8/10 A steamer UFruit NY8/21 
8/11 Avenir UFruit N08/22 
8/14 Csti Avnturer Grace LA8/12 SF8/15 Se8/21 
8/17 Cape Avinof UFruit NY8/28 


CARTAGENA 


7/10 Santa Rosa Grace NY7/14 
7/12 A steamer UFmit NY7/24 
7/12 Avenir UFruit = NO7/25 
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SAILS SHIP LINE SAILS SHIP LINE 


7/17 Santa Paula Grace NY7/21 DAR es SALAAM 
7/17 Cape Avinof UFmit NY7/29 

7/24 Santa Rosa Grace NY7/28 7/14 Ruth Lykes N08/21 

7/25 Vindeggen UF ruitN NY8/7 7/16 Siberoet Royal-Inter LA9/5 SF9/9 
7/26 Lempa UFmit N08/8 7/21 Afr Crescent Farrell NY8/20 

7/31 Santa Paula Grace NY8/4 7/29 Lombok JavPac NY9/3 Pa9/6 Ba9/9 
8/1 Maijorka UFruit NY8/14 8/9 Afr Lightning Farrell NY9/8& 

8/7 Santa Rosa Grace NY8/11 8/13 Roggeveen Royal-Inter LA10/6 SF10/10 
8/8 A steamer UFruit NY8/21 8/15 William Lykes NO9/24 

8/9 Avenir UFruit N08/22 8/31 Van Heutsz Royal-Inter LA11/11 SF11/16 
8/15 Cape Avinof UFruit NY8/28 9/3 Afr Planet Farrell NY9/30 


8/23 Lempa UFruit NO09/5 
DURBAN 


CHAMPERICO 

/ fi 
7/22 Anchor Hitch Grace LA7/31 SF8/3 Se8/9 1 ae — asad 
8/3  Csti Avnturer Grace LA8/12 SF9/15 Se9/21 


9/6 Anchor Hitch Grace LA10/15 SF10/18 $el0/24 EL SALVADOR 


7/20 La Heve Independence LA7/26 SF7/28 Va8/2 Se8/4 Po8/8 
CORINTO 


7/11 Mafalda UFruit Cr°7/20 NY7/28 
7/16 Anchor Hitch Grace LA7/31 SF8/3 Se8/9 GUATEMALA 
7/19 La Heve Independence LA7/26 SF7/28 Va8/2 Se8/4 Pc8/8 7/21 La Heve Indexpendence LA7/26 SF7/28 Va8/2 Se8/4 Po8/8 
7/24 Alcyon UFruit Cr’8/2 NY8/10 
8/6 _Byfiord UFruit Cr°8/14_NO8/20 
8/7 Mabella UFmuit Cr°8/16 NY8/24 GUAYAQUIL 
om ~ me Ce OS BN 7/24 Santa Flavia LA8/6 SF8/9 Se8/15 
/ st! Avnturer Grace LA9/12 SF9/15 Se9/21 ‘ , 
9/30 Anchor Hitch Grace  LA10/15 SF10/18 $e10/24 6/28 Senta Elione CAO/SS “SOE 80/9 
9/7 Santa Juana LA9/20 SF9/22 $e9/29 


CRISTOBAL LA GUAIRA 


can psy nee peel 7/15 Santa Paula Grace NY7/21 

8/3 Mafalda UFruit NY7/28 7/22 Santa Rosa Grace NY7/28 

8/3 Alcyon UFuit NY8/10 7/29 Santa Paula Grace NY8/4 

8/3 Lempa UFruit NO8/8 8/5 Santa Rosa Grace NY8/11 

8/15 Byfjord UFrit N08/20 

8/17 * Mabella UFrit NY8/24 LA LIBERTAD 

8/17 Avenir UFruit N08/22 

8/31 Lempa UFruit N09/5 7/13 Mafalda UFruit Cr?7/20 NY7/28 





TO NEW ORLEANS AND OTHER U.S. GULF PORTS... FROM 


SOUTH AMERICA... 


PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


WEST AFRICA...» 


ANGOLA, BELGIAN CONGO, CAMEROONS, IVORY COAST, AND LIBERIA 


Regular three week sailings 








TO COFFEE IMPORTERS 


Delta Line has recently added a second feeder ship to 
service the African coast between the range of Liberia and 
Portugese Angola. Because of this added tonnage we are 
able to offer service from Angola outports of Ambriz, 
Ambrizette and Porto Amboim with three week sailings. 
Through Bills of Lading are issued from West African 
Ports to U.S. Gulf Ports. 











AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC. 
ZG 6 Rua Visconde Inhauma 134 
Ye lye SANTOS: DELTA LINE, INC. 
Rua 15 de Novembre 176-178 
LUANDA & LOBITO: 


Sociedade Luso-Americana, Ltda. P 


\ 
MISSISSIPPI SHIPPING COMPANY, INC . oN : \ 
EW ORLEANS MATADI: “ \ 
Nieuwe Afrikaansche Handels Vennootschap <5 \ f ; 
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SAILS SHIP 


7/19 Anchor Hitch 
7/26 = Alcyon 
8/9 — Byfjord 
8/9 Mabeila 
8/22 Mafalda 
8/31 Csti Avnturey 
10/3 Anchor Hitch 


LA UNION 


7/15 Mafalda 
7/18 Anchor Hitch 
7/28 Alcyon 
8/10 Byfjord 
8/11 Mabella 
8/25 Mafalda 
8/30 Csti Avnturer 
10/2 Anchor Hitch 


LIMON 


7/10 Majorka 
7/17. A steamer 
7/18 Avenir 

7/23 Cape Avinof 
7/31 Vindeggen 
8/1 —Lempa 

8/7 = Majorka 
8/14 A steamer 
8/15 Avenir 

8/21 Cape Avinof 
8/29 Lempa 


LOBITO 


7/10 Del Rio 
7/24 Afr Grove 
7/27 = Afr Pilgrim 
2/27 ~Del Aires 
7/27 = Tabor 
8/22 Del Oro 
8/23 Afr Pilot 
8/23 Taurus 


LA7/31 SF8/3 Se8/9 
Cr°8/2 NY8/10 

Cr°8/14 NO8/20 

Cr°8/16 NY8/24 

Cr°8/30 NY9/7 

LA9/12 SF9/15 Se9/21 
LA10/15 SF10/18 Sel0/24 


Cr*7/20 NY7/28 

LA7/31 SF8/3 Se8/9 
Cr8/2 NY8/10 

Cr8/14 NO08/20 

Cr°8/16 NY8/24 

Cr°8/20 NY9/7 

LA9/12 SF9/15 Se9/21 
LA10/15 SF10/18 Sel0/24 


UFrit NY7/17 
UFruit NY7/24 
UFruit N07/25 
UFmit NY7/29 
UFnit NY8/7 

UFruit N08/8 

UFruit NY8/14 
UFruit + NY8/21 
UFmit N08/22 
UFrnit NY8/28 
UFnit N09/5 


Delta N08/5 
Farrell NY8/23 
Farrell NY8/16 
Delta N08/20 
Am-WAfr USA8/31 
Deita N09/17 
Farrell NY9/12 
Am-WAfr USA9/30 


LOURENCO MARQUES 


7/19 Charles 


LUANDA 


7/21 Afr Grove 
7/22 Del Aires 
7/24 Afr Pilgrim 
7/25 Tabor 
8/17 Del Oro 
8/20 Afr Pilot 
8/21 Taurus 


MARACAIBO 


7/11 Santa Morica 
8/17 Cstl Avntures 
9/19 Anchor Hitch 


MATADI 


7/18 Afr Grove 
7/19 Del Aires 
7/21) Afr Pilgrim 
7/23 Tabor 
8/14 Del Oro 
8/17 Afr Pilot 
8/19 Taurus 


MOMBASA 


7/16 Siberoet 
7/25 Ruth 

7/28 Afr Lightning 
8/2 Lombok 

8/13 Roggeveen 
8/22 Afr Planet 
8/25 William 

8/31 Van Heutsz 


JULY, 1954 


Lykes N08/19 


Farrell NY8/23 
Delta N08/20 
Farrell NY8/16 
Am-WAI; USA8/31 
Delta N09/17 
Farrell NY9/12 
Am-WAfr USA9/30 


Pa7/19 NY7/20 
LA9/12 SF9/15 Se9/21 
LA10/15 SF10/18 Se10/24 


Farrell NY8/23 
Farrell NO8/20 
Farrell NY8/16 
Am-WAfr USA8/31 
Delta N09/17 
Farrell NY9/12 
Am-WAfr USA9/30 


Royal-Inter LA9/5 SF9/9 
Lykes N08/21 

Farrell NY9/8 

JavPac NY9/3 Pa9/6 Ba9/9 
Royal-Inter LA10/6 SF10/10 
Farrell NY9/30 

Lykes N09/24 

Royal-Inter LAl1/1 SF11/16 








Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 





Bringing North and Sotth America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neichbor. i 








NEW ORLEANS 
305 Board of Trade Bldg. 


NEW YORK 
17 Battery Place 

















FOR THE 


COFFEE INDUSTRY 


For more than thirty years, Pacific-Argentine-Brazil 
Line has been a leading factor in coffee commerce be- 
tween Brazil and the West Coast of the United States. 
Regular schedules on modern C-3 ships. Entrust your 
cargoes to experienced P-A-B. 


fesconsone BO 


Accommodations 
for 12 passengers 


PACIFIC + ARGENTINE + BRAZIL LINE 
PACIFIC WEST INDIES + PUERTO RICO 
PACIFIC AND ATLANTIC INTERCOASTAL 


PACIFIC-ARGENTINE- 
BRAZIL LINE. INC. 3 
POPE & TALBOT. INC.. AGENTS 


EXECUTIVE OFFICES— 320 California St., San Francisco « DO 2-2561 
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SAILS SHIP 


PARANAGUA 


7/10 A steamer Lioyd NY8/3 
7/10 Grey Master Nopal NO7/29 Ho8/1 
7/10 Cuba Lloyd NO7/30 Ho8/4 
7/11 Mormacyork Mormac Jx7/30 Ba8/3 Pa8/5 NY8/6 Bo8/8 MI 8/12 
7/12 Bow Canada —‘sIFC NY7/28 Pa7/30 Ba7/31 Bo8/3 MI8/7 
7/13 Del Vaile Deita NO8/4 Ho8/9 
7/13 Buenos Aires Stockard Bo7/31 NY8/2 Ba8/4 Pa8/6 
7/14 Forester PAB LA8/9 SF8/11 Va8/17 Se8/18 Po8/19 
7/14 Mars SCross NY8/4 Bo8/7 Pa8/10 Ba8/11 Nf8/12 
7/14 Mormacpine Mormac NY8/7 Bo8/3 Pa8/5 Ba8/7 
7/20 Mormacdawn Mormac NY8/7 Bo8/9 Pa8/1l Ba8/13 
7/21 Falkanger Wes-Lar LA8/20 SF8/25 Po8/30 Se9/2 Va9/4 
7/21 Sagotand Brodin Ba8/S8 NY8/11 Bo8/13 Pa8/14 
7/24 Del Monte Deita NO8/17 Ho8/22 
7/25 Holberg Nopal N08/16 Ho8/19 
7/26 Mormacdale Mormac NY8/15 Bo8/17 Pa8/19 Ba8/21 
7/27) Alwaki Hol-int NY8/15 Bo8/17 Pa8/19 Ba8/20 HR8/21 
7/27 Bow Brazil 1FC NY8/12 Pa8/15 8a8/17 Bo8/19 MI8/23 
7/30 Mormackoak Mormac Jx8/19 Ba8/23 Pa8/25 NY8/27 Bo8/29 MI9/2 
7/36 Domingos Lloyd NO8/19 Ho8/25 
8/2  Mormacgulf Mormac LA8/28 SF8/31 P09/5 Se9/7 Va9/9 
8/3 = Santos Stockard Bo8/20 NY8/22 Ba8/25 Pa8/27 
8/6 Mormacswan Mormac NY8/26 Bo8/28 Pa8/30 Ba8/31 Nf9/1 
Siranger Wes-Lar LA9/8 SF9/13 Po9/18 Se9/22 Va9/24 
Del Mundo Deita NO09/4 Ho9/9 
Pathfinder PAB LA9/7 SF9/9 Va9/15 Se9/16 Po9/20 
Vigrid Stockard Bo9/10 NY9/12 Ba9/15 Pa9/17 
Del Santos Delta NO9/21 Ho9/26 
Del Alba Delta N09/30 Hol0/5 
Buenos Aires Stockard BO10/) NY10/3 Bal0/6 Pal0/8 


PORT SWETTENHAM 


7/29 Javanese Prince Ha9/3 Bo9/6 NY9/7 Ba9/13 
8/29 Cingalese Prince Hal0/4 Bol0/7 NY10/8 Bal0/14 
9/29 Malayan Prince Hall/3 Boll/6 NY11/7 Ball/13 


PUERTO CABELLO 


7/15 Santa Paula Grace NY7/21 
7/22 Santa Rosa Grace NY7/28 





Where you want it... 


When you want it... 


Your coffee arrives in perfect condition at 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos —12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RIO JACHAL — op- 
erate a swift, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late holds, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell, Inc., General Agents 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 
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SAILS 


7/29 
8/5 


SHIP 


Santa Paula 
Santa Rosa 


LINE 


Grace 
Grace 


PUNTARENUS 


7/12 
7/18 
7/21 
8/3 

8/4 

8/12 
8/18 
8/24 
9/26 


Anchor Hitch 
La Heve 
Alcyon 
Byfjord 
Mabella 
Stranger 
Mafaida 

Csti Avnturer 
Anchor Hitch 


Grace 


NY8/4 
NY8/11 


LA7/31 SF8/3 Se8/9 


Independence LA7/26 SF7/28 Va8/2 Se8/4 Po8/S 


UFruit 
UFruit 
UFruit 
Wes-Lar 
UF ruit 
Grace 
Grace 


RIO de JANEIRO 


7/10 
7/10 
7/12 
7/14 
7/14 
7/15 
7/16 
7/16 
7/17 
7/18 
7/21 
7/21 
7/22 
7/24 
7/24 
7/24 
7/25 
7/29 
7/31 
7/31 
7/31 
7/31 
8/4 

8/5 

8/6 

8/11 


Alpherat 
Mormacteal 
Paranagua 
Grey Master 
Cuba 

A steamer 
Bow Canada 
Buenos Aires 
Mars 

Del Valle 
Brazil 
Forester 
Del Mente 
Mormacgulf 
Falkanger 
Sagoland 
Nicaragua 
Holberg 

Del Monte 
Alwaki 

Bow Brazil 
Mormacdale 
Domingos 
Del Sud 
Santos 
Argentina 


Hol- Int 
Mormac 
Brodin 
Nopal 
Lloyd 
Lloyd 
IFC 
Stockard 
SCross 
Deita 
Mormac 
PAB 
Deita 
Mormac 
Wes-Lar 
Brodin 
Lloyd 
Nopal 
Delta 
Hol- int 
IFC 
Mormac 
Lloyd 
Delta 
Stockard 
Mormac 


Cr8/2 NY8/10 

Cr°8/14 NO8/20 

Cr°8/16 NY8/24 

LA9/8 SF9/13 P09/18 Se9/22 Va9/24 
Cr°8/30 NY9/7 

LAQ/12 SF9/15 Se9/21 

LA10/15 SF10/18 Sel0/24 


NY7/26 Bo7/27 Pa7/29 Ba7/20 HR7/31 
Bo7/25 NY7/26 Pa7/28 Ba7/29 Nf7/30 
NY7/27 Bo7/29 Ba7*30 Pa8/1 

NO7/30 Ho8/31 

NO7/30 Ho8/4 

NY8/3 

NY7/28 Pa7/30 Ba7/31 Bp8/3 MI8/7 
Bo7/31 NY8/2 Ba8/4 Pa8/6 

NY8/4 Bo8/7 Pa&/10 Ba8/11 Nf8/12 
NO8/4 Ho8/9 

NY8/2 

LA8/9 SF8/11 Va8/17 Se8/18 Po8/19 
N08/5 

LA8/28 SF&/31 P09/5 Se9/7 Va9/9 
LA8/20 SF&/25 Po8/30 Se9/2 Va9/4 
Ba8/8 NY8/11 Bo8/13 Pa8/14 

NY8/14 

N08/16 Ho8/19 

NO8/17 Ho8/22 

NY8/15 Bo8/17 Pa8/19 Ba8/20 HR8/21 
NY8/12 Pa8/15 Ba8/17 Bo8/19 MI8/23 
NY8/15 Bo8/17 Pa8/19 Ba8/21 Nf8/22 
NO8/19 Ho8/25 

N08/19 

Bo8/20 NY8/22 Ba8/25 P.8/27 

NY8/23 


eek eRe eT 











SAILS SHIP LINE DUE 
8/15  Siranger Wes-Lar LA9/8 SF9/13 P09/18 Se9/22 Va9/24 


8/18 Del Mundo Delta +. NO9/4 H09/9 
8/20 Pathfinder PAB _—LA9/7_ SF9/9 Va9/15 $e9/16 Po9/20 FAST DEPENDABLE DELIVERY 
8/26 Del Mar Delta N09/9 FOR 


8/27 Vigrid Stockard 809/10 NY9/12 Ba9/15 Pa9/17 
9/4 Del Santos Delta N09/21 H09/26 e 

9/9 Del Norte Delta N09/23 oo. Of your mild coffees 

9/13 Del Alba Delta N09/30 Hol0/5 markets 

9/17 Buenos Aires Stockard Bol0/1 NY10/3 Bal0/6 Pal0/8 to United States Fe 
9/23 Del Sud Deita NO10/7 rely on 


SAN JOSE UNITED FRUIT COMPANY 


7/31 Anchor Hitch LA7/31 SF8/3 Se8/9 


sa Sae'tee Sec. Lema semaermoa STEAMSHIP SERVICE 


10/4 Anchor Hitch 


Regular Sailings between 


Paranagua Brodin. NY7/27 Bo7/29 Ba7/30 Pa8/1 

Cuba Lloyd N07/30 Ho8/4 GUATEMALA NICARAGUA 

Grey Master Nopal N07/30 Ho8/1 

Ny aE a 7 EL SALVADOR COSTA RICA 

Buenos Aires Stockard Ho7/31 / / a 

Bow Canada IFC =—-NY7/28 Pa7/30 Ba7/31 B08/3 MI8/7 RA COLOMBIA 

Del Valle Delta N08/4 Ho08/9 HONDU S 

Mormacyork Mormac Jx7/30 Ba8/3 Pa8/5 NY8/6 Bo8/8 MI8/12 

Mars SCross NY8/4 Bo8/7 Pa8/10 Ba8/1]1 Nf8/12 e . 

Mormacpire Mormac NY7/31 Bo8/3 Pa8/5 Ba8/7 and NEW YORK NEW ORLEANS HOUSTON 

Brazil Mormac NY8/2 and other U.S. ports 

Forester PAB LA8/9 SF8/11 Va8/17 Se8/18 Po8/19 

Del Norte Delta N08/5 ‘gi 

Nicaragua Lloyd NY8/4 mu 

Falkarger  Wes-Lar LA8/20 SF8/25 Po8/30 Se9/2 Va9/4 NEW YORK: 

Sagoland Brodin Ba8/8 NY8/11 Bo8/13 Pa8/14 Pier 3, North River 

Mormacdawn Mormac NY8/7 Bo8/9 Pa8/11 Ba8/13 

Holberg Nopal N08/16 Ho8/19 NEW ORLEANS: 

Del Monte Delta. NO8/17 Hc8/22 321 St. Charles St. 

Alwaki Hol-Int NY8/15 Bo8/17 Pa8/19 Ba8/20 HR8/21 

Mormacdale Mormac NY8/15 Bo8/17 Pa8/19 Ba8/21 Nf8/22 

Bow Brazil 1FC NY8/12 Pa8/15 Ba8/17 Bo8/19 MI8/23 

Domingos Lloyd NO08/19 Ho8/25 | 

Mormacguif Mormac LA8/28 SF8/31 P09/5 Se9/7 Va9/9 | 

Mormacoak Mormac Jx8/19 Ba8/23 Pa8/25 NY8/27 Bo8/29 MI9/2 

Del Sud Delta N08/19 

Santos Stockard Bo8/20 NY8/22 Ba8/25 Pa8/27 | 

Argentina Mormac NY8/23 
| 





Mormacswan Mormac NY8/26 B28/28 P28/30 Ba8/31 Nf9/1 
Siranger Wes-Lar LA9/8 SF9/13 Po9/18 Se9/22 Va9/24 
Del Mundo Delta NO09/4 Ho9/9 

Pathfinder PAB LA9/7 SF9/9 Va9/15 Se9/16 Po9/20 
Del Mar Delta N09/9 

Vigrid Stockard Bo9/10 NY9/12 Ba9/15 Pa9/17 

Del Santos Delta N09/21 Ho9/26 

Del Norte Deita ~~ N09/23 

Del Alba Delta N09/30 Ho8/5 

Buenos Aires Stockard Bol0/1 NY10/3 Bal0/6 Pal0/S 

Del Sud Delta N010/7 


VICTORIA 


7/16 Cuba NO7/30 Ho8/4 
7/17 A steamer NY8/3 

7/20 Del Vaile NOQ8/4 Ho8/9 

7/29 Nicaragua NY8/14 

8/2 Del Monte N08/17 Ho8/22 
8/5 Domingos NO8/19 Ho8/25 
8/20 Del Mundo NO9/4 Ho09/9 

9/6 Del Santos N09/21 H09/26 
9/15 Del Alba N09/30 Ho8/5 


GULF & SOUTH AMERICAN 
STEAMSHIP CO., INC. 


TEA BERTHS AMERICAN FLAG SERVICE 
To the West Coast of South America 


COLOMEBO Fortnightly Service . . . with Limited Passenger 


7/19 Bonneville Barb-Frn Gulf8/30 ‘ i 

7/20 Silverbeam JavPac LA9/4 SF9/9 Po9/15 Se9/18 Va9/20 Accommodations. Expert Cargo Handling. 

7/21 Taft Am-Pres NY8/29 Bo9/5 LA9/23 SF9/27 Contact Us Today! 

8/4 —_ Leoville Barb-Frn Gulf9/16 

8/4 Polk Am-Pres NY9/12 Bo9/10 LA10/10 SF10/13 | 

8/7 Javanese Prince Ha9/3 Bo9/6 NY9/7 Ba9/13 GULF & SOUTH AMERICAN STEAMSHIP (0 INC 
8/8 Lexa Maersk NY9/9 } 

9/7 — Cingalese Prince Hal0/4 Bol0/7 NY10/8 Bal0/14 620 Gravier Street ° New Orleans, la 
10/7 Malayan Prince Hall/3 Boll/6 NY11/7 Ball/13 


In Other Cities Contact Groce Or lykes 


JULY, 1954 








SAILS SHIP DUE 
DJAKARTA 


N 0 p A [ L | N F | 8/12 Cingalese Prince Hal0/4 Bol0/7 NY10/8 Bol0/14 
| 9/17 Malayan Prince all/3 Boll/6 NY11/7 Ball/13 


The Northern Pan-American Line A/S | DJIBOUTI 


Oslo | 7/16 Exhibitor Am-Exp Bo8/5 NY8/7 
| 7/19 Oluf Maersk NY8/14 
| 8/18 Lexa Maersk NY9/9 


Regular Service 
Fast Norwegian Motorships 


COCHIN 


| 7/10 Eastern Prince Prince Ha8/3 Bo8/6 NY8/7 Ba8/13 
| 7/11 Exhibitor Am-Exp Bo8/5 NY8/7 


Coffee Service | 8/10 Javanese Prince Ha9/3 Bo9/6 NY9/7 Ba9/13 
| 9/10 Cingalese Prince Hal0/4 Bol0/7 NY10/8 Bal0/14 


Brazil/U Ss Gulf | 10/10 Malayan Prince Hall/3 Boll/6 NY11/7 Ball/3 
e o | 


HONG KONG 


| 7/14 Cleveland Am-Pres SF8/1 
General Agents | 7/16 Polk Am-Pres NY9/12 B09/19 
7/18 Mormacfir Am-Pres LA8/3 NY8/18 Ba8/23 Bo8/26 
= 7/18 Anna Maersk SF8/11 LA8/14 NY8/30 
Oivind Lorentzen, i ¥ | 7/20 Talleyrand  Barb-Wn SF8/11 LA8/13 NY8/27 
21 West Street, New York 6, N.Y. 7/28 Arthur Am-Pres NY9/26 Bol0/3 
Whitehall 3-1572 | 8/3 Peter Maersk SF8/26 LA8/29 NY9/14 
: 8/5 Tungsha Barb-Wn SF8/28 LA8/30 NY9/14 
New Orleans—Bieh! & Co., Inc., Pere Marquette Bldg. | 8/13 McKinley Am-Pres NY10/10 Bol0/17 
: Bida. | 8/16 Harding Am-Pres LA9/1 NY9/16 Ba9/21 B09/24 
Houston—Biehl & Co., Cotton Exchange Bldg 8/18 Jeppesen Maersk SF9/11 LA9/14 NY9/30 


Chicago—F. C. MacFarlane, 2520 Bankers Bldg. | 8/20 Tiawan Barb-Wn SF9/11 LA9/13 NY9/27 


Detroit—F. C. MacFarlane, 945 Free Press Bldg. 





KOBE 
Santos/Rio—Agencia de Vapores Grieg S/A 
| 7/10 Trein Maersk SF7/28 LA7/30 NY8/15 


Paranagua—Transparana Ltda. | 7/11 Polk Am-Pres NY9/12 Bo9/19 
Buenos Aires—International Freighting Corporation, Inc. yobs a ras seg 
| 7/22 Arthur Am-Pres NY9/26 Bol0/3 
7/25 Anna Maersk SF8/11 LA8/14 NY8/30 
| 7/26 Talleyrand Barb-Wn SF8/11 LA8/13 NY8/27 
8/8 McKinley Am-Pres NY10/10 Bol0/17 
| 8/10 Peter Maersk SF8/26 YA8/29 NY9/14 
} 8/11 Tungsha Barb-Wn SF8/28 LA8/30 NY9/14 














SHIMIZU 


FAITHFUL SERVANTS | 7/12. Trein Maersk SF7/28 LA7/30 NY8/15 
7/13 Land Pioneer NY8/12 
OF THE COFFEE TRADE 7/27 Anna Maersk SF8/11 LAB/14 NY8/30 
8/12 Peter Maersk SF8/26 LA8/29 NY9/14 
Operating on regular itineraries geared to the 
needs of the coffee trade; swift, modern Grace TANGA 
Line Santa ships provide year-round American- | 7/10 Afr Crescent Farrell + NY8/20 


Flag service from the Coffee Ports of: | 7/16 Siberoet Royal- Inter LA9/5 SF9/9 
| 7/20 Ruth Lykes  NO8/21 


COLOMBIA 7/29 Afr Lightning Farrell NY9/8 
ELA 8/13 Toggeveen Royal-Inter LA10/6 SF10/10 
pr ensaronen | 8/20 William Lykes N09/24 
U 8/23 Afr Planet Farrell NY9/30 
PERU | 8/31 Van Heutsz  Royal-Inter LA11/11 SF11/16 
and West Coast of | 


CENTRAL AMERICA | WOROHAMA 
to 7/14 Land Pioneer NY8/12 


| 7/15 Trein Maersk SF7/28 LA7/30 NY8/15 
NEW YORK LOS ANGELES | 7/19 Arthur Am-Pres NY9/26 Bol0/3 


JACKSONVILLE A RANCISCO | 7/20 Cleveland Am-Pres SF8/1 
PHILADELPHIA SAN F s¢ | 7/30 Talleyrand Barb-Wn SF8/11 LA8/13 NW8/27 


SEATTLE | 8/5 McKinley Am-Pres NY10/10 Bo10/17 
BOSTON | 8/15 Tungsha Barb-Wn SF8/28 YA8/30 NY9/14 


BALTIMORE VANCOUVER, B. C. | Accepts freight for New York, with transshipment at Cristobal, C. Z. 
| 2Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C. Z. 


GRACE LINE | Rochester coffee man dead 


Be acct ine ae Fn ; Howard D. Owen, office manager of William S. Scull Co. 
Agents and Offices in All Principal Cities in Rochester, N. Y., died of a heart attack at the age of 47. 

A native of New Jersey, Mr. Owen came to Rochester 
two years ago. His wife and three children survive. 
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Louvain Coffee admits 
adulterating product 

In a case which brought coffee adulteration into promi- 
nence, the Louvain Coffee Co., New York City, was charged 
by the Food and Drug Administration with adulterating 
coffee marked “100% pure.” 

The firm admitted in Federal Court that it stretched out 
the contents of its packages with cereal. 

At the same time the firm’s president, Herman Weingast, 
pleaded innocent to the four-count criminal information 
filed by the Food and Drug Administration. If convicted, 
he could get a $1,000 fine and a year in prison on each 
count. 

The government charged that two coffee shipments de- 
livered by the company to a Newark restaurant were adulter- 
ated although they were labeled “100% pure.” 


H & H Coffee markets “mixture” 

Add to the list of coffee mixtures appearing on the market 
a product called JAV-O. 

It is being marketed by the H & H Coffee Co., San An- 
tonio, Texas of which G. P. Menger is president. 

Here is how the company describes the product: 

“JAV-O is a new coffee mixture of rich coffees and a 
neutral, healthful ingredient which protects coffee flavor 
and aroma. The new coffee mixture saves the housewife 
up to 35 cents per pound and can be used for all methods 
of coffee brewing.” 


Eibert introduces new coffee “mixture” 

The Eibert Coffee Co., St. Paul, Minn., is introducing, 
through supermarkets, a new coffee-cereal-and-chicory prod- 
uct called “Old Orleans.” 


Coffee men urge public relations "crusade" 
(Continued from page 9) 





has been accompanied by a rising howl of protest from the 
American consumer, who generally feels that the increase has 
been unwarranted and who is strongly resisting the higher 
prices. 

“No one connected with the coffee industry can afford to 
ignore this situation. And we, who are importers and 
roasters of coffee in the New York area, feel very strongly 
that it would be to the advantage of all concerned if two cents 
per pound of green coffee were set aside by the growing 
countries to provide a sizable advertising budget to be ex- 
pended annually in the United States to insure continued 
prosperity for the coffee industry. 

“Coffee has formidable competition in the beverage field, 
such as -beer and cola drinks which spend far more than two 
per cent for advertising and promotion. To those growers 
who are concerned only with the tight supply situation of 
the moment, we must point out that advertising takes time 
to work, that its effect is cumulative, and that it might be 
compared to a new coffee plant, which takes three to five 
years to reach fruition. 

“We strongly urge all who are concerned with the business 
of production and distribution of coffee in the coffee growing 
nations to seriously consider the imposition at the earliest 
possible moment of a two-cent per pound tax on all coffee 
exported to the United States for the purpose of making 
available a substantial advertising budget. The future of the 
coffee business depends upon it!”’ 
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Movement In The U. S. Market 


(Figures in 
fota’ 


bntries Brazil 


1.000 bags) 


Deliveries—trom: Visible Suppls—ist of Month 
Others Total Brasil Others Total 


1952 


December 2,002 955 


894 1,849 216 1,038 


1953 


January 1,764 804 
+ ro eh 1,733 721 
1,666 734 

2.039 753 

1,080 539 

1,475 576 

) j 734 
August .. 078 408 
September 2.15 1,090 
October ole 732 
November 55 761 
December ‘ ,142 


942 1,746 321 1,051 
948 1,669 ; 441 1,197 
1,022 1,756 438 1,270 
1,351 2,104 3 375 1,210 
663 1.302 408 1.047 
744 1,320 2 574 849 
949 1,683 32 470 1,094 
630 1,038 38 730 
856 1,926 401 1,125 
766 1,498 483 1,203 
701 1,388 5: 365 1,228 


1,095 2/937 208 332 1,535 


1954 


January 90 838 
prt 746 664 
735 

634 

‘ 532 
June (1-28) 270 
Figures by N. Y 


The coffee outlook 


As we have maintained in this corner all along, the most 
decisive factor in shaping future market levels will be 
the effect of the price situation on American demand. 

Enough evidence is on hand to indicate that the supply 
situation is on its way toward an easing of the current 
tightness. Increased plantings, plus recovery from frost 
damage in Brazil, should make itself felt very definitely 
in about a year. 

From then on out, the trend shouid continuc .n that 
direction on supplies. 

In the meantime, however, hesitations in American 
demand are enough to set the market trembling. 

An example last month was the report that Brazil's 
carryover on June 30th would be larger than expected 
by 700,000 bags—or a total of 2,700,000 bags. 

The market response was prompt and definite. 

What became clear was the source of the increased 
carryover—a slackening in shipments from Brazil to the 
United States in the past two months. 


Coffee & Sugar Exchange, Inc., in 


821 1,659 OF; 385 1,460 
1,278 1,942 511 1,392 
1,224 1,959 5 479 1,234 
814 1,448 852 365 1,217 
499 1,031 p87 362 1,049 
666 936 439 891 
bags of origin. (Preliminary) 
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From just such figures as these (see the table at the 
head of this page) may come, in time, the answer to the 
question of what's happening to demand for coffee in 
this country. 

The carryover report, and the response, was serious 
enough for Horacio Cintra Leite, U. S. representative 
of the Brazilian Coffee Institute, to issue a press release. 

He said the talk of increased availability of Brazilian 
coffee and a consequent possibility of lower prices was 
premature by at least one year. 

He acknowledged that unofficial estimates of the carry- 
over had been raised, and added: ‘Unfortunately, this 
unofficial estimate was arrived at largely by adding onto 
the previously estimated carryover the supposedly unsold 
bags of coffee theoretically resulting from the decline in 
sales to the United States registered in May and the first 
two weeks in June.” 

Mr. Cintra Leite said this failed to take into account 
other important factors, such as: increased sales to 
Europe; and the probability that the May and June 

(Continued on page 56) 
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The crusade for “a 

An industry crusade for “a good cup of coffee’ may now 
be in the making. 

The National Coffee Association’s board of directors came 
to grips with the problem at Pebble Beach. It decided an 
industry-level public relations drive—on a really large scale 
—1is now a necessity. 

A committee named by NCA President O'Connor is meet- 
ing to find ways and means to finance such a drive. 

The ferment in the trade is breaking into sight. 

City and regional coffee associations have voted resolu- 
tions of support for NCA’s decision on public relations. 

The New York Coffee Roasters Association has proposed 
to the Pan-American Coffee Bureau a bold two-cent per 
pound tax on all coffee exported to this country to make 
available a “substantial” advertising budget. 

Probably the most startling action of all was in New 
Orleans. 

On June 17th the Green Coffee Association there began 
its own ten-week schedule of spot advertising for coffee over 
radio station WSMB! 

This action was coffee pioneering. It opened new fields 
for initiative in emergencies by local coffee associations. 

The ferment within the industry has been growing, fed by 
a growing awareness that the position not only of individual 
brands but of the overall coffee market is under serious 
threat. 

That threat, coffee men are realizing more clearly, is real. 

They see it in their own sales figures. 

They see it in the spreading rash of coffee “mixtures.” 

They see it in the inroads made by coffee extenders. 

They see it in the new claims for stretching coffee by 
using high roasts. , 

They see it in the steadily mounting brand appeals on the 
basis of more-cups-to-the-pound. 

They see it, beyond any mistake, in the enormous budgets 
competing beverages are putting into promotion . . . in the 
case of milk, $4,000,000 specifically to turn the coffee break 
into a “milk break.” 

The inroads are not yet disastrous. But they can become 
so, And already they have dug deeper than many mem- 
bers of the trade realize. 

Take a specific instance with coffee extenders. 

The United Air Lines, one of the major lines in the 
country, has proudly stated in the past that it serves “the 
finest meals aloft.” 

Now “on sections of its lines’ United is using an ex- 
tender—Buisman’s Famous Dutch Flavorings. 

According to the instructions for this extender, the 
product is supposed to double the number of cups yielded 
by a pound of coffee. 
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good cup of coffee” 
United feels the use of the extender is ‘productive of 
economy,” and at the same iime del.vers “a brew which ts 


most palatable and enjoyable.” 

What we have is one instance where a big market for 
regular coffee has been chopped in half. 

The industry is laid wide open to such damage by poor 
coffee brews. 

Consider the report on Buisman’s Famous Dutch Flavor- 
ing by Jane Nickerson in the New York Times. 

The Times home economist followed directions, Miss 
Nickerson said. Four-fifths of an ounce of the extender— 
a rounded tablespoon—was mixed into one pound of coffee. 
The coffee was then brewed, using half as much as usual. 

Here are some of the comments by Miss Nickerson, who 
was skeptical to begin with: 

“The coffee was not the best in the world, but it cer- 
tainly was equal to much that is brewed in homes and 
restaurants in this city . . . It was average coffee at much 
less than average cost.” 

The more-cups-to-the-pound pitch is returning a sober 
harvest. 

The fact is, watered down coffee is vulnerable—against 
extended coffee, against other beverages. 

Any temporary brand advantage gained by the more-cups 
appeal is now too dangerous to the company using it, and to 
the industry as a whole, to be worth the risk. 

On an individual company basis, the time has come for 
a turn to positive appeals—selling coffee on the basis of its 
merits as a beverage. 

This shift will come more readily if an industry-level 
crusade for a good cup of coffee becomes a reality. 

Such a crusade can transform the climate within the in- 
It can move the trade’s merchandising and adver- 
It can 


dustry. 
tising thinking toward more constructive ground. 
set the pace for a change from defensive coffee selling to 
aggressive action to hold present volume and tap new po- 
tentials. 

Such a crusade can sell the American public all over again 
on the fact that “there’s nothing like a good cup of coffee.” 

To do these things, it would have to be a united crusade. 

The resolutions, the proposals, the decisions on public 
relations by the trade are all to the good. 

They show the industry is beginning to act, that a massive 
public relations effort for coffee is beginning to take shape. 

What that shape will be is not clear—yet. 

It is clear, however, that it should be such as to channel 
into a single, unified effort all the reserves of money, energy 
ond initiative in the industry. 

It should be on a scale set by the size of the challenge: 
the most serious threat to its market faced by the industry 
in recent times. 
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teen-agers take to tea 


Junior Achievers like industry's vigor, start own tea packing firm 


By BETTY STEWART, Director 
Tidewater Food Products Co. 
(A Junior Achievement Project) 


It wasn’t just by chance that tea was selected by West 
Point, Va., teen-agers for this Junior Achievement project. 

They checked many products. But they liked tea best. 
They liked the industry's vigor, the aggressiveness of its 
overall promotion, the impact of the specific advertising and 
merchandising aids. 

They liked the industry's cooperation, as it came from the 
Tea Council. 

There is a fitting sequal to this story. 
to you here, rather than at the end: 

The Tidewater Food Products Co. won first place in the 
national Junior Achievement competition as the best project 
in its industry category. 


We're giving it 


West Point, Va., High School students with a yen to 
become businessmen and business women are getting a 
preview of what being in the tea business is like. 

Twenty-two girls and three boys, all students at West 
Point High School, organized the Tidewater Food Prod- 
ucts Co. to pack and distribute tea bags. 

The company is one of 1,816 teen-age firms in the 
United States operating under the Junior Achievement 
program. The company is sponsored by the Chesapeake 
Corp. of Virginia, a large pu!p and paper mill which also 
controls the David Weber Co. of Philadelphia, corrugated 
box manufacturers. A. D. Rennie, comptroller of Chesa- 
peake, is the business advisor to the group. 

Junior Achievement is a national, non-profit organiza- 
tion which offers high school students between the ages 
of 15 and 21 years the opportunity to learn about business 
by actually forming their own miniature corporation, pro- 
ducing and marketing a product or rendering a service. 
It gives the youngsters a laboratory in which they can 
practice the theories which they learn in the classroom. 

The kids start from scratch in the fall of the year. 
Capital is raised by selling stock at 50 cents a share. 
The young capitalists sold 400 shares to 148 stockholders 
in West Point, Va.; Richmond, Va.; New York City; 
and even Hamburg, Germany. 

They selected tea bags as the product they would market 
and placed an order in November for a high grade 
Ceylon and Java blend. An attractive tea carton was 
selected, and when packed was wrapped in cellophane. 

The Tea Council assisted the group by supplying ad- 
vertising and promotional material which tied in with the 
“Take Tea and See” program. 

In order to acquaint everyone with the preduct. a sample 
tea bag: was distributed to every home in West Point. In 
addition, a contest for a name for the tea was held and a 
$25.00 defense bond offered for the best name submitted. 
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Tidewater Food Products holds a sales meeting. At the desk; Patsy 
Kruse, Shirley Foster, Betty Greene and Rebecca Turner. Standing: 
Temple Hooper, sales manager, and Rose Sniegon. 


At its January meeting, the board of directors discussed 
various methods of conducting a sales campaign. With 
the rise in coffee prices, this industry was receiving adverse 
publicity, but our board of directors refused to capitalize 
on it, preferring to sell our tea strictly on its merits. This 
proved to be the best policy, because it allowed us to 
concentrate our sales effort on the qualities of tea, how 
to make tea and the enjoyment derived from tea. 

The following slogan was used in our advertising: 

Tea 
Encourages 
Ambition 

“Take Tea and See” 

Officers of the company are Rose Sniegon, president; 
Barbara McGowan, vice president; Betty Greene, treasurer; 
and Virginia Sniegon, secretary. The board of directors 
consists of the above officers plus Elizabeth Grown, Temple 
Hooper, Betty Stewart, Heywood Walton, Beatrice Sikes, 
Betty Sturtz, Joann Jacks, Anna Dunn, Mary Ann Dorish, 
Phyllis Bew, and Alice Jean Miller. 

Interest in tea goes far beyond the packaging and dis- 
tribution of the product. We have explored the history 
of tea, and your writer, Betty Stewart, is now engaged 
in writing a “History of Tea from 3,000 B.C. up to the 
Present.” 

With this history, an exhibit is being prepared for entry 
in the 1955 science contest. Research has revealed many 
interesting things not previously publicized. Included in 
this exhibit is a photostatic copy of a page from “A Guide 
to the Captains of the Dutch East India Company Ships”, 

(Continued on page 56) 
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02,000 
keen Iced Tea. 


Look what happens to sales when your 


Salesmen promote Iced Tea on a year-round basis 





Down only 20% 
from summer peak 
“‘We’ve been serving Iced 
Tea right through the win- 
ter for several years. Be- 
lieve me, it’s wonderful 
when you can sell several 
thousand glasses every 
week of every month. In 
fact, 20% less than our 
peak summer sales.”’ 
— George H. Westermeyer, Jr. 
Mjr., Slater System Cafeteria 
Bendix Radio Corp. 
Towson, Md. 


$10 a day extra 
profit all winter 
“We figured our company 
could make extra profits 
from Iced Tea by serving 
and promoting it all year 
round. The public has 
proved us 100% correct. 
We estimate that serving 
Iced Tea 12 months of 
every year has meant $10 
a day.”’ 
—Henry P. Jensen 
Owner, Ole’s Waffle Shop 
Oakland, Calif. 





4 to 6% more 
profit on beverages 
“Even in the coldest 
weather—and it gets down 
below freezing in Norfolk 
—we’ve found that people 
drink a lot of Iced Tea. 
We figure that Iced Tea 
has made it possible for us 
to make 4 to 6%, more 
profit on beverages during 
the winter season.”’ 
—Linwood Burroughs 
Burroughs’ Restaurant 
Norfolk, Va. 





Averages 25% of 
summertime business 
‘tA while back we decided 
to see what would happen 
if we made Iced Tea avail- 
able all year round. In 
1952 during the cold win- 
ter months our Iced Tea 
volume averaged 20 to 
25%, of our summertime 
business.” 

—E, L. Lammasson 

Manager, U. S. Dept. of 

Agriculture Cafeterias 

Washington, D. C. 





Restaurants 
on their menus 


ALL YEAR | 


The profits restaurant owners are enjoying now from Iced Tea 
need not stop with the end of summer. 

You'll find proof of this in a survey conducted by the Tea 
Council in cooperation with the National Restaurant Asso- 
ciation. 

This survey shows that Iced Tea is such a year-round money- 
maker that 62,000 restaurants (1 out of every 6 in the coun- 
try!) keep it on their menus all year. 

You can open up a whole new tea market for your brand by 
planning now to include Iced Tea in your fall and winter sales 
campaign. 

As 62,000 restaurant owners prove, Iced Tea profits don’t 
have to hibernate until spring. See what a difference Iced Tea 
all year can make in your sales. 


tea 
council 


of the U. S. A., Inc. 


500 Fifth Ave.- New York 36,N.Y. 


TAKE 
Q Tea 


AND SEE 


*Based on a recent survey conducted by the Tea Council in cooperation with the National Restaurant Association. 





the outlook for tea 


What is the world outlook for tea? What new factors 
will shape demand and available supplies? Here is one 
answer, as offered by W. S. Cresswell & Co., Calcutta tea 


brokers, 


The outstanding event in tea in 1953 was the remarkable 
increase in the level of consumption in the United Kingdom 
and the United States. It must also not be forgotten that 
consumption in India has increased by an average of 
9,000,000 pounds each year in the last 14 years and is now 
estimated to be some 190,000,000 pounds annually. As 
a result of these sharp increases, demand in 1953 was 
greater than supply, and prices rose in a spectacular manner. 

Before attempting to forecast trends in 1954-55 we must 
ascertain: 

1. Exactly by how much world consumption in the 
past season outstripped production. 

2. To what extent the new level of consumption can 
be met by larger crops in the coming season, or from stocks. 

This is best done by an examination of production and 
consumption figures in the past 12 months and an appraisal 
of the stock position now. 

Production—Crop returns for 1953-54 show that world 
production in 1953 was 13,000,000 more than in 1952. 

Consumption—Excluding China, the United Kingdom 
with the United States and India drink some 60 per cent 
of the world’s teas, and these countries increased their con- 
sumption in the past 12 months as follows: 

million pounds 
United Kingdom 
United States 
India (estimate) 
ee sa 

Assuming that consumption in other countries showed 

on balance no change—all reports indicate that, if anything, 


it increased—world consumption during the past season 
was up by at least some 63,000,000 pounds. 

In addition, the trend of consumption in the United 
Kingdom during the last six months shows a further 
sharp upward tendency, as is illustrated by the following 
figures (in million pounds) which allow for re-exports: 

Annual Con- Increased 

sumption Rate Consump- 

tion on 1952 
Jan.-Dec., 1952 — 
Jan.-Dec., 1953 34 
July-Dec., 1953 44 
Jan.-Dec., 1954 78 

With world consumption up 63,000,000 pounds while 
production advanced by only 13,000,000 pounds, we can 
conclude that there was a deficit of some 50,000,000 pounds 
in 1953-54. 

Stocks—This deficit of 50,000,000 pounds was made 
up out of stocks carried over from the previous season in 
the following manner (in million pounds) : 

A. From stocks of 1952-53 ‘slump teas” in 
producing countries on April 1st, 1953, and 
exported in the past 12 months... .India 

Others 


B. From stocks in consuming countries 
(mainly U.K.) 


These figures require a little explanation or “proof,” 
which is adequately supplied by the following figures on 
exports from India, 1953-54 (in million pounds) : 

North India (April Ist, 1953, to March 
31st, 1954) 

South India (April 1st, 1953, to March 
31st, 1954) 


Total .. 463 
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Tea Exports 
from 
Japan 

in 1953 


Shown by country of des- 
tination, with quantity in- 
dicated in pounds and val- 
ue in United States dollars. 
Chart prepared by the 
Japan Tea Exporters’ As- 
sociation, Shizuoka, Japan. 
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Less exports of 1953-54 teas 
(Against an export quota of 437) 
Leaving exports of 1952-53 “slump 
teas” in the past 12 months 
The U.K. stock position (in million pounds) is as follows: 
Teas Afloat 
her 
countries 
Be 9.9 
20.7 9.5 
Deciine in stock 7.6 
These are the latest figures available at this writing, 
but with the virtual completion of shipments from Calcutta 
at the end of February, the position on March 31st can only 
show a further decline. 
No figures are available for other countries, but India 
in particular is known to have a very low stock of teas for 
internal consumption. 


Total 
169.9 


162.3 


Stock Calcutta 


Date 
March 13th, 1953. .122.7 
March 12th, 1954. . 132.0 


Prospects for 1954-55 

The Opening Stock—The quantity of 1953-54 teas in 
producing countries now remaining to be exported are the 
minimum which must in the normal course of events 
be carried forward from one season to the next, and in 
the case of North India is negligible. 

Stocks in consuming countries, particularly in the United 
Kingdom, today stand at a figure which, in the light of 
present consumption levels, can only be described as highly 
unsatisfactory and cannot, in our opinion, be further de- 
pleted without grave risk. 

Consumption.—In addition to the large increase in con- 
sumption in the United Kingdom and the United States, 
there is the prospect of Russia entering the market for 


Indian teas in 1954, and the likelihood of renewed buying 
by Iran to further supplement world requirements. In addi- 
tion, consumption in India and Pakistan has risen from 80,- 
000,000 pounds in 1938 to 210,000,000 pounds in 1952, 
and we do not believe such a positive trend will easily be 
reversed. There will inevitably be some consumer resistance 
at the present price levels, but it must be remembered that 
tea still remains immeasurably the world’s cheapest beverage, 
and we feel that the new levels of consumption reached in 
1953 can be maintained and even increased as soon as pro- 
ducers can step up outturn sufficiently to meet the new 
situation. 

Production. Ceylon.—The outturn last year was 343,- 
000,000 pounds, an all-time record and an increase of 27,- 
000,000 pounds on the previous year. Exceptionally good 
growing weather was experienced and many people consider 
that a further substantial increase in crop in 1954 is unlikely. 

Indonesia.—This country remains in a very unsettled 
state, and unless conditions change radically for the better, 
the prospect of any increase on last year's outturn of 80,- 
000,000 pounds is poor. 

Pakistan.-—Some increase on last year’s crop of 53,000,- 
000 pounds may be anticipated, but exports to world markets 
may, nevertheless, be lower, as producers are expected to 
offer more tea in the Chittagong auctions for consumption 
in Pakistan, where an acute shortage of tea is said to exist 
and prices are considerably above even present world levels. 

Africa.—The extra quantities available for export from 
any increase on last year’s outturn of 35,000,000 pounds 
must be comparatively negligible. 

South India.—The outturn in 1953 at 121,000,000 pounds 

(Continued on page 55) 
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The Time is Now 


The increased popularity of Tea in the 


U.S.A. can be maintained by encouraging 
consumers to make Tea properly and to 


comforting 


IRWIN -HARRISONS -WHITNEY. INC. 


NEW YORK ¢ PHILADELPHIA © BOSTON * CHICAGO « SAN FRANCISCO ¢ SHIZUOKA (JAPAN) 


TEA IMPORTERS 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJAKARTA (JAVA) * LONDON (ENGLAND) 
MEDAN (SUMATRA)© TAIPEH (FORMOSA) 


stimulation. 
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a glossary 


of tea tasting 
terms 





Part 4 


In the profession of tea tasting, a host of technical terms 
are used. Each term has a well defined, specific meaning. 
This terminology represents a considerable achievement. 

You can better appreciate the achievement when you think 
of what it is the terms describe—relatively slight differences 

» the seemingly vague realms of appearance, aroma and 
laste, 

This glossary of tea tasting terms, issued by the Scientific 
Department of the Indian Tea Association, replaces an 
earlier compilation. It centers on the more common terms 
used particularly in connection with teas grown in North- 
east India. 


MELLOW—Describes the liquor of a tea which has ma- 
tured well; opposite to raw, rasping, etc. 

METALLIC—Character of a tea liquor suggesting a bitter 
taste of metal. 

This undesirable taste is usually the result of poor 
withers 

Cases have been known where this metallic character has 
been present in the tea leaf itself and not acquired in 
manufacture, 

MILLED—Tea leaf which has been put through a cutter. 
For a tea having a milled appearance (see under “choppy’’) 
The term is also commonly used when describing artificially 
made dusts and fannings grades. 

MIXED—Describes an infused leaf which contains a 
mixture of more than one color. This often indicates in- 
sufficient rolling, a kutcha wither, overloading of rollers, 
coarse plucking or thick spreading in the fermenting room. 

The term is also used to describe the leaf appearance 
of a particular grade which has been badly sorted and 
contains quantities of other grades. 

NEUTRAL—A tea liquor which possesses no pronounced 
characteristics. 

NOSE—The aroma of tea leaf or liquor. 

NUTTY—A desirable taste sometimes found in certain 
*Assam teas. More commonly found during the second flush 
period. 

OPEN FLAKY—See ‘‘flaky.” 

PALE TIP—Denotes the color of tip in contrast to 
golden tip. It is usually the result of over-withering. Pale 
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tip is generally less valuable than golden tip. (See also 
under “silver tip.”’) 

PAPERY—A distinctive taste found in the liquors of tea 
samples wrapped up in paper not recognized by the trade. 

PLAIN—A tea liquor which lacks character, quality, good 
briskness and flavor, though sometimes possessing color and 
strength. A common term used to describe the poorer 
quality N. E. India teas manufactured during the monsoon 
period. 

Among the main factors bringing about plain liquors are 
poor withers, excessive heating of the leaf manufacture, 
and the withering of wet leaf at high temperatures and high 
humidities. 

POINT—A most desirable brightness and acidity of a 
tea liquor. This term is more generally used when de- 
scribing Ceylon teas. 

POINTY—A liquor having good point. 

PRE-AUTUMNAL FLAVOR—Denotes a certain degree 
of flavor on early autumnal teas. 

PUNGENT—A tea liquor having extreme briskness, 
astringency and a rasping effect on the palate. A most 
desirable cup character. 

QUALITY—The essential characteristic of a good tea. 

RAW-—A liquor which is raw may be immature or under- 
fermented. 

RED—Leaf which is red in color denotes coarse pluck- 
ing; except during the autumnal period when leaf is natur- 
ally hard. It is a characteristic on no-wither manufacture, 
where the leaf is flaky rather than twisted. In C.T.C. 
manufacture the red tinge develops from the heavier use 
of this machine, and in a dust grade is an even more 
valuable asset than the brown color. 

RICH—Describes a mellow liquor which is abounding 
in quality and thickness. These teas are seldom used with- 
out blending, /.e., not self drinking. 

ROUND—A desirable character of a tea liquor implying 
a full liquor, though to a lesser degree. 

SANDY—Describes sand content in a dust or smail 
fannings grade. Sand is likely to mix with the leaf if 
pluckers’ baskets are pulled along the ground. Teraporary 
withering houses with raud instead of cement floors will 
also tend to bring about this fault. One remedy is to sift 
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the green leaf immediately before the commencement of 
rolling. Providing the leaf is in a dry state, the majority 
of the sand will be extracted. 

The McDonald Deflector and Benton Density Sorter will 
extract a large amount of sand from a dust grade. 

An easy test to determine the presence of sand is to blow 
gently on a dust grade. The tea dust will blow away leaving 
the sand, which can be clearly seen. 

SCORCHED—The term applicable to liquors of teas 
which have been put into the first firing machine at too high 
temperatures; closely associated with dryness. Scorched teas 
often have blistered leaf. 

Teas first fired in machines which are not kept constantly 
fed with leaf are liable to become scorched. 

SELF-DRINKING—A straight tea which is palatable in 
itself and does not require blending before being consumed 
by the public. 

SEMI-LEAF—The description of a broken grade, choppy 
in appearance, straight and giving the impression of being 
a manufactured or forced grade. 

SHELLY—Dry leaf with a shell-like appearance, similar 
to open, flaky or flat, but with a slight curve. This fault 
generally arises from poor rolling and/or withering . 

(To be continued) 


Canadian Tea, Coffee Association 


holds convention at Montebello 

Place and date for the seventh annual convention of the 
Tea and Coffee Association of Canada have been an- 
nounced. 

It will take place at the Seigniory Club, Montebello, 
Quebec, on October 4th-6th. 


Premiums include foods, sport items 

Move light on premium use by coffee and tea packers is 
shed by further tabulations of returns in the fifth annual 
survey conducted by COFFEE & TEA INDUSTRIES (Sce: June, 
1954, issue). 

The information on the survey responses was highly 
authoritative. In virtually all instances, the details were 
provided by top executives in large companies, and by 
owners in smaller operations. 

Titles on the respondents ranged from president and 
proprietor to partner and assistant merchandising man- 
ager. Some of the other positions were buyer, general 
manager, coffee department manager, vice president in 
charge of sales, and product manager. 

In many instances, the premium operation is handled 
almost entirely by a specialized agency. This means not 
only receiving the coupons and delivering the premium, but 
also making available to the consumer hundreds of assorted 
premiums. 

Other premium items offered by coffee and tea firms 
so far this year included foods, such as a pancake mix; 
flowers and plants, especially gladiolas; and sport or recrea- 
tion items, such as picnic kits, playing cards and binoculars. 

These tabulations of premiums do not include the items 
in the “full lines’—hundreds of premiums available on 
coupon plans to the consumers of coffee and tea. 

A distinct trend toward such continuing “full line’ pre- 
mium plans is visible among coffee and tea packers . A 
surprising 6 per cent of the respondents—apart from wagon 
route operators—are now on this type of premium basis. 

Wagon route operators, for whom the premium tech- 
nique is basic, comprised a little over 16 per cent of the 
respondents using premiums. 
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27 food organizations 
tie in with 1954 
National Iced Tea Time 


Representatives of 27 leading food organizations at- 
tended a luncheon at the Park Lane Hotel, New York 
City, to launch the Tea Council's anunual promotion of 
National Iced Tea Time. 

This year's event features the iced-tea-menu-of-the- 
month, with low-cost, low-calorie foods and beverages. 

Served at the luncheon was the June iced-tea-menu-of- 
the-month—jellied beef consomme, mock Chinese dinner, 
spiced cling peaches, triscuits and iced tea with lemon. 

Edward C. Parker, president of the Tetley Tea Co. and 
treasurer of the Tea Association of the U.S.A. and Tea 
Council of the U.S.A., thanked the cooperating food pub- 
licists who had combined their efforts to make the iced- 
tea-menu-of-the-month one of the year's outstanding sum- 
mer campaigns. 

Agreement by participating food representatives to re- 
peat the campaign's theme in all publicity releases and 
photos, and to use the generic food terms included in 
each month's menu, means the cooperating companies will 
benefit equally from the promotion. The various 
products were divided over a three month period to make 
up an iced-tea-menu-of-the-month for June, July and Aug- 
ust that would be acceptable to food editors and column- 
ists. 

Special media meetings were held to determine the 
destination of hundreds of releases and photos to metro- 
politan cities, county and weekly papers, syndicates, farm 
magazines, radio and television stations throughout the 
country. 

One of the outstanding features of the program was the 
coordinated effort in a “Tea-V Package’ mailed to 200 
television homemaking shows throughout the nation. 
Each package contained the preducts used in each month's 
iced tea menu, together with a complete breakdown of 
caloric content, cost of meal, menu recipes, photos and 
general information of special interest to the diet-minded. 

Included was a beverage cclorie chart pointing up 
iced tea as the leader in low-cost ard low-calorie popular 
summer drinks. 

Companies cooperating in the Tea Council's Iced-tea- 
menu-of-the-month are Abbott Laboratories, American 
Cutlery Manufacturers Association, American Spice Trade 
Association, Angostura Bitters, Associated Independent 
Canners, Baking Soda Institute, Cling Peach Association, 
Diet Delight, Grocery Store Products Co., Charles Gulden 
Co., Jell-O, Minute Rice, Sational Biscuit Co., National 
Cranberry Association, National Kraut Packers Associ- 
ation, National Pickle Packers Association, National Potato 
Chip Association, Paper Plate Association, Pineapple 
Growers of America, Post Cereals, Servel Stahl-Meyer Co., 
Sunkist Growers, Swansdown Angel Food Cake and Tuna 
Research Foundation. 


Salada Tea runs one cent sale 

A special one cent sale has been promoted by the Salada 
Tea Co. with large space newspaper advertising. 

Buy one-half pound at regular price, and “you get 25 
per cent extra tea for only one cent more,” the ad declared. 

The “extra tea” was added to the one-half pound unit 
in a special package available for a limited time only. 
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The Tea Council's giant booth at the NRA convention. 


Tea Council samples hot, iced tea 
at NRA show from 60-foot booth 


This year at the National Restaurant Association Con- 
vention the Tea Council added 20 feet to its usual 40-foot 
booth in order to sample both hot and iced tea. 

A total of 26,000 people attended the 1954 National 
Restaurant Association Convention. From the standpoint 
of the heavy equipment people, it was the largest and 
best year ever. 

From tea’s standpoint, the 60-foot spread was a focal 
point of the one and a half miles of exhibits. Both hot 
and iced tea were served in full size glasses and cups. 
Cookies were served with hot tea. Each 14-ounce glass 
of iced tea had a one-eighth segment of lemon and a sprig 
of mint. Comments were that they were the best samples 
at the show. 

The display section showed both hot and iced tea 
Equipment for hot tea showed teapots as well 
Iced tea equipment was all in 


Services. 
as hot water devices. 
various dispensers. 

At the movie section, “No Dishes Tonight,” the five- 
minute Tea Council TV film en dining out, was shown 
every morning and once every afternoon. 

Tea was the subject of panels which were expounding 
profit in the open meetings held ali week. 

Milk service instead of cream for the tea service as 
adding profit and taste was demonstrated from the stage 
of the open meetings on operation and profit. Milk was 
served and offered by the tea booth instead of cream. Milk 
pitchers were marked “milk” on the face in bold letters. 
Service girls were instructed to say “Try hot tea with milk 
for more profit and better taste.” 

During the five-day show, 15,000 hot and iced tea sales 
brochures were taken by visitors. Many orders for display 
material were signed up. 

The Tea Council's executive director, Anthony Hyde, 
was a guest of the industry panel before 2,300 people, and 
was introduced from the stage. 

One of the leading dispenser companies took orders 
for 20.000 iced tea dispensers during the week. 

Manning the booth in addition to the Council staff 
were Rob Compton, Bill Congalton and John Sunderland, 
of New York; and John Irwin, Tom Hellyer, Gerry Mc- 
Peak and Irving MacDonald, of Chicago. 


Named manager of Tetley’s Savannah plant 


A. E. I. Falconar has been assigned as manager of the 
Savannah, Ga., plant of the Tetley Tea Co. 

Born on a tea estate it: India, Mr. Falconar has been 
in the tea industry for many years. 
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Tea Council of Canada 
formed; Arthur Wilson 
elected first chairman 


A significant step to increase tea sales in Canada was 
made in Toronto last month with the inauguration of the 
Tea Council of Canada. 

Creation of the Tea Council which comprises producers 
of India and Ceylon, and the tea trade of Canada, is de- 
signed to serve as a promotion and merchandising agency 
for the stimulation of tea sales throughout the country. 

Arthur M. Wilson, of Toronto, was elected chairman 
of the newly-formed organization. 

Mr. Wilson, who is vice president and general manager 
of the Salada Tea Co., Ltd., the country’s largest tea firm, 
will head the executive council. 

The executive body includes Dr. S. Gupta and R. Axel 
Khan, representing India; H. S. Amerasinghe and E. S. 
Jesudason, representing Ceylon, and four other Canadians: 
R. W. Davis, Montreal; S. W. Hoare, Winnipeg; R. B. 
Brenan, Saint John, N. B., and Paul Higgins, Toronto. 

Leonard Akerman, Toronto, has been appointed execu- 
tive director of the Tea Council of Canada. 

The Tea Council of Canada was established to carry 
out a wide program of research and promotion aimed at 
improving India-Ceylon trade relations with Canada, and 
also to stimulate tea drinking habits among Canadians. 

Tea Council officials, discussing its merits at the in- 
augural meeting at the Royal York Hotel, Toronto, said 
it would be of incalculable support to grocers, restaurants 


and other tea marketing agencies through the scope of 
its advertising and publicity programs, as well as through 
its Cooperative organization. 

The Tea Council is regarded as setting a precedent in 
Canadian industry by including both producers and dis- 
tributors within a common merchandising association. 

Among those attending the inaugural meeting were: 
Dr. S. Gupta and R. Axel Khan, from the High Com- 
mission of India in Canada; H. S. Amerasinghe, counsellor 
of the Ceylon Embassy, Washington, D. C.; D. F. Ewen, 
chairman of the Ceylon Tea Propaganda Board, Colombo; 
E. S. Jesudason, organizing director, International Tea 
Market Expansion Board, London; and representatives of 
major tea companies from many parts of Canada. 

“Encouraging Canadians to drink more tea is the basic 
reason behind the establishment of this Tea Council,” said 
Mr. Wilson, who acted as spokesman for the Canadian 
members. 

There are no problems of product competition between 
Canada and the two Asian countries, he pointed out, since 
“production of tea was not a Canadian industry.” How- 
ever, its distribution in this country meant employment 
for thousands of Canadians, both directly and indirectly, 
he added. 

The Tea Council of Canada replaces the Tea Bureau 
which operated in Canada under more limiting circum- 
stances in promoting the consumption of tea. Although 
of a similar nature to the Tea Council of the U.S.A., the 
Canadian organization will be a separate body dealing with 
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Mar. April May June July Aug. 
Black 1953 1953 1953 1953 1953 1953 
Ceylon 4.965 4,676 3.368 3,678 4, 4,036 
lndia 4,982 3,988 3.288 2,524 2.591 1.432 
Formosa 70 79 238 52 3 138 
Java 818 792 543 513 83 337 
Africa 270 : 781 498 2 157 
Sumatra 314 705 341 39 164 
Misc. : 62 45 





Green 
Japan : 107 
Misc. 9 47 


Oolong 

Formosa 

Canton 

Sentd Cntn -_ 
Misc 15 


Mixed eee 12 4 2 2 





TOTALS 11,601 10,400 9.161 7,758 8,561 7,061 9,41010.262 6237 7,536 104998 9,87610,315 13,207 16,266 14,285 


Figures cover teas examined and passed, do not include retections. Based on reports from U. S. Tea Examiner 


Tea Movement into the United States 
(Figures in 1,000 pounds) 


Der. YEAR Jan. Feb. Mar. April May 
1953 1953 1954 1954 1954 1954 1954 
2.575 45.675 3.093 3,756 4,401 7,062 6,749 
3,107 37.552 4,048 4,049 5129 6,432 3,945 
404 87 9 355 137 131 8 
528 7 904 1,330 1,165 1,114 
+> Re. * 272 710 517 733 
239 A! } 593 497 260 29 
121 f 306 180 431 S45 
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Public floods Lipton 
with novel ideas 
for tea and tea bags 


The voice of the people can be startling sometimes. 

About 100 letters a day reach the consumer service de- 
partment of Thomas J. Lipton, Inc., with all sorts of ideas 
about tea and tea bags. 

Some of these were reported in Lipton Magazine, the 
sparkling house organ edited by June Guncheon. 

Here are some of the suggestions: 

“ ~ . . here is what I have in mind—a cola drink made 
from tea, your tea. And why not? Your tea is good, isn’t 
it? People drink colas, don’t they? It’s something to think 
about...” 

“My sister had a wisdom tooth extracted and she could 
not stop it from bleeding. She applied a Lipton Tea Bag 
and it stopped right away.” 

This recommendation joins others of the medicine cabinet 
variety: tea for burns, skin allergies, diabetes, stomach ulcers 
and alcoholism. The high fluoride content of tea brought 
in a letter suggesting advertising Lipton Tea to replace water 
in areas where the fluoride supp'y is low. And, of course, 
someone thought Lipton should play up the natural chloro- 
phyll of tea leaves. 

A great deal of imagination has been expended on tea 
tags. Suggestions call for flavoring or coating tea tags in 
case one should slip into the tea—mint, rose, or rum. 

Tea bags should be shaped like cardboard butter patties 
to hold the tea bag after taking it from the cup, or tags 
should be twice the size so they can be wrapped around 
the tea bags and used as squeezers. 

Another inventor had a trick iced tea glass with a device 
to prevent ice from sliding down onto the nose. 

Someone is ever proposing that Lipton have mint flavored 
tea bags or pack lemon concentrate with the bag, or maybe 
powdered cream and sugar. 


Tea Association reaffirms brewing points 


The Brewing Committee of the Tea Association of 
U.S.A., at the request of the board of directors, has 
affirmed these specific brewing instruction points: 

For hot tea, use one tea bag or one teaspoonful for 
each cup and brew from three to five minutes. 


C. William Felton on European tour 


Due back early this month from a six-week tour of the 
Continent, England and Scotland is C. William Felton, 
vice-president of Henry P. Thomson, Inc., and the Tea 
Association of the U.S.A. 

Mr. Felton was accompanied by his wife on the trip, 
which combined business with vacation. 





Plans shaping up for 1954 
tea convention at Bretton Woods 


The Tea Association’s ninth annual convention may be 
the biggest one yet. 

Indications are that interest in tea events is moving 
onto new and higher levels. The turnout at the recent 
mid-year meeting of the Tea Association, for example. 
was a record. 

This mounting interest is considered natural, in view 
of the current expansion of the market for tea in this 
country. 

This situation is expected to make the 1954 convention 
one of the most effective yet held. 

It will take place at the Mount Washington Hotel, 
N. H., September 19th-22nd. 

C. William Felton has been named general convention 
chairman for a second year by Tea Association president 
Semuel Winokur. 
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the outlook for tea 
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was a record, but there may well be scope for a further 
increase in 1954, 

North India.—There is no doubt that in the coming season 
the North India outtiin can, and given reasonable weather 
will, be considerably greater than the 487,000,000 pounds 
produced in 1953 and we think that to anticipate a crop of 
525,000,000—an increase of 38,000,000—would not be ex- 
ceptionally optimistic. 

To summarise, we consider 50,000,000 pounds to be a 
generous estimate of the increase in outturn from the 
above countries in 1954 as compared with 1953, and there 
is no doubt that the bulk of this increase must necessarily 
come from North India. 

Conclusions 

This 50,000,000 estimated increase in production in the 
coming season will be barely adequate to maintain the 
present consumption levels—shown to be 50,000,000 pounds 
ahead of production in 1953—and any improvement in the 
unsatisfactory state of stocks must, we think, be postponed 
until 1955. 

From the foregoing there would seem to be little likelihood 
of any weakening in the price of tea from the present ex- 
cessively high level, but as crop figures become available, 
slight periodic recessions may occur, though if our reasoning 
is only fairly accurate, they must be of short duration. 

It is known that producers are obliged to replenish 
greatly depleted financial reserves and build up a more 
realistic cash position for the future, and assuming that this 
can to a great extent be accomplished if 1954 is as satisfactory 
for them as 1953, they will be the first to welcome a lower 
level of prices for their tea that is more in keeping with 
production costs, since a continuance of present conditions 
might well lead to further impositions either from labor or 
government. 


New York trade in big turnout 
for Tea Club’s June meeting 


The final meeting of the spring season for the Tea Club, 
informal organization of members of the trade in the 
New York area, turned out to be a small convention. 

More than 115 tea people were on hand. 

The dinner meeting, the last until next October, took 
place at the Antlers Restaurant, on Wall Street. 

The new television spots to be used in this year’s iced 
tea campaign were presented. 

The tea folk enjoyed pithy comments on his kinfolk 
by John Henry Faulk, of the Columbia Broadcasting 
System. 

Chairing the event was Allan McKissock, Jr., president 
of the Tea Club. 


Tea invades Coffee Mill 

Should it now be known as Coffee and Tea Mill? 

The Coffee Mill, elite New York City dining rendez- 
vous, has opened a Sculpture Garden as an adjunct to the 
main dining room for the service of tea. 

The old menu listed 19 different coffees from all over 
the world. The new one now includes 20 different teas, 
Ming Teas supplied by the Stephen Leeman Products 
Co., New York City. 
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The design and architectural plans for the open air 
garden were created by Jorge Ugarte Melean, Bolivia's 
most distinguished architect. 

The main dining chamber and the coffee cloche room 
are exhibiting the works of four young painters. The 
“Sculpture Garden” is exhibiting the pieces by John Hov- 
annes, internationally famous sculptor. 


Lipton gets new tea bag machines 
from Germany by air freight 

Eight new Constanta tea bagging machines were re- 
cently shipped from Stuttgart, Germany, to Thomas J. 
Lipton, Inc., at Hoboken, N. J. 

The machines went by air freight. They made the trip 
from Germany to New York in 26 hours. 

Four days after leaving Stuttgart, the machines were in 
full operation in Lipton’s Hoboken plant. 

Lipton’s use of air shipment also included the trans- 
fer of six Pneumatic Scale Corp., Ltd., tea bagging ma- 
chines from Hoboken to Galveston, Texas. 


Iran looked for more per-acre yield 
on tea, rather than more plantings 


In Iran it is more important to increase the yield per 
acre and the quality of the tea than to increase the acreage 
of cultivation. 

Tea production in Mazanderan, Iran, covers a large 
area, but the bushes are often stunted, with few branches 
and little foliage. A well-tended bush can give more 
leaves and a better quality than ten badly kept bushes. 
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published in London in 1779, explaining how to determine 
the quality of tea. 

What the young business people get out of the effort 
which makes demands on their after-school time and brings 
them only nominal pay seems to be the “thrill and excite- 
ment’ of working together, with the serious cooperation 
of more adult persons, in a display of incentive that can 
produce a financial profit and help prepare them for busi- 
ness life. It teaches business principles, and in larger 
communities has proved useful in combatting juvenile 
delinquency. Wages are paid at the rate of 20 cents per 
hour, and directors receive a fee of 25 cents per each 
meeting attended. 

Within the national Junior Achievement organizaticn, 
a series of achiever, advanced achiever, junior executive 
and executive pins are awarded, Companies making sim:- 
lar products compete annually for an industry award. 
A national award is offered for the best annual report; 
this award is sponsored by the New York Stock Ex- 
change. 

The achievers are eligible for scholarships amounting 
to over $50,000, offered through some 30 colleges through- 
out the United States. 

Local awards won by the achievers were bestowed at 

dinner held at Hotel John Marshall in Richmond, 
Virginia. 

The company has received the coveted “A” award in 
recognition of its efficient and intelligent management and 
in commendation of the faithful, dutiful performance of 
its members. 

One of the West Point, Va., achievers is participating 
in New York for regional honors. Several others are 
receiving scholarships through the Junior Achievement 
program. 

But back to the mechanics of running a corporation. 
The group filed an application for a charter with the 
national organization, much as a regular firm obtains a 
charter from its state regulatory body. They named a 
bank to receive funds and designated officers who may 
sign checks. A speakers group was formed to address 
local civic clubs. 

The company is already planning for the next semester 
ycar, when it expects to market an attractive Oriental 
tea canister for the Christmas holiday trade. It is felt 
that there is an excellent market for such an item in this 


area. Present plans call for emphasis on iced tea, both for 
home and restaurant. 

The company maintains a complete set of records and 
prepares weekly and monthly reports for the national 
office. In May, a report was mailed to all stockholders 
along with expected dividends. In June, the company as 
it was set up then was liquidated and all stockholders paid 
off. When school opens this September a new company will 
be organized. 

The West Point junior business owners planned a shrewd 
end to their venture at the annual stockholders meeting. 
They liquidated their business by serving tea and cookies. 


Tea Council of Canada formed 
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its own problems from a wholly-Canadian viewpoint, it 
was stated. 

The inauguration of the Tea Council took place within 
a few days of the 238th anniversary of the first tea ship- 
ment to North America. It was on June 7th, 1716, that 
the shipment arrived aboard the frigate Hudson's Bay 
consigned to Governor James Knight at York Factory. 

Last year, Canadian tea imports amounted to 45,000,000 
pounds, with India and Ceylon supplying 95 per cent of 
that total, and the bulk of the remaining five per cent 
being supplied by British East Africa. 

From a per capita standpoint, the Maritime provinces 
and British Columbia lead in Canadian tea consumption, 
with Ontario following closely behind. Canadians drink 
an average of 800 cups of tea per capita annually. 

Twenty years ago, Canada’s tea imports averaged 38.8 
million pounds for the three years 1934-36. 
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drop in U. S. purchases was only deferred demand, from 
a wait-and-see-policy regarding Brazil's new coffee crop, 
which enters the market July 1st. 

Resisting considerable pressure to cut its minimums, 
Brazil made it clear that the export levels would be con- 
tinued. The government renewed its promise to pay its 
own fixed price for any coffee that otherwise would be 
exported for less. 

Trade circles feared that any sizeable drop in prices on 
the New York market would, as a result, be disastrous 
to Brazil's treasury. 
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Packaging 


color on your package 


Ingle: lt can mean ‘no sale” or ringing of cash register 


Color can mean the difference between “no sale’ and 
the ringing of a cash register, George Ingle, Monsanto 
Chemical Co. color expert, warned at the National Pack- 
aging Exposition. 

Mr. Ingle, group leader of Monsanto's Plastics Division 
color research group, pointed out that “to stimulate con- 
sumer reaction to a buying pitch, the keynote colors of 
packages should reflect the public's current color prefer- 
ences, 

“A recent study of color preference in packaging shows 
that harmonizing colors rather than complementary con- 


trasts are most effective in creating a desire to buy.” 

For impulse and mass market items, the primary hues— 
red, yellow and blue—in that order are best to produce 
sales, Mr. Ingle stated. But, he added, as the price in- 
creases or style becomes a more important factor, the 
consumer tends to choose the pastels and more subtle hues. 

“Although colors tend to become standardized in rela- 
tively narrow ranges at any given time,’ Mr. Ingle went 
on, “color preferences run a cyclic pattern over a period 
of time. Blue is somewhat dormant now but can be ex- 
pected to have a sharp rise in popularity.” 


Cheskin: How will the package be affected by color TV? 


What can advertisers expect from color TV ? 

In color TV, is the color in packaging going to be 
more important than imagery and design? 

Answers to these questions were offered by Louis 
Cheskin, director of the Color Research Institute, Chicago, 
in a talk to the Radio and Television Research Council. 

Each owner of a TV color receiving set will manipulate 
a primary color register control knob according to his 
ability, and will adjust a color intensity control knob to 
suit his own taste,” Mr. Cheskin said. 

“It is claimed that in the future one knob on the re- 
ceiving set will control the color intensity and the 
color register. However, even if that should be true, 
color standards will still not be completely controlled in 


the studio. Each color TV set owner will still determine 
how he wants his color just as he determines how he wants 
his black and white brightness or contrast. This means 
that specific color identity of a product or a package will 
play no part in color TV. 

“Color TV should be considered primarily inspirational. 
Color TV will have tremendous impact. It will be a great 
emotional stimulant in the home, but it should not be 
expected to reproduce specific colors accurately. Color 
TV, like all other media, will have its advantages and 
disadvantages. Imagery and design will play their roles 
in color TV as in black and white TV. 

“The nature of the modern package will not change be- 
cause of color TV.” 


Foley: Color on the package is magic in selling to women 


Color is magic in selling to women, insisted Jerry 
Foley, sales promotion manager of the Rossotti Litho- 
graph Corp., in his ‘Self-Service Merchandiser.” 

“Successful use of color in packaging comes close to 
being one of the magic arts,” he says. “But like most 
mysterious forces, if misused it can boomerang, while if 
wisely and intelligently employed, it can be a most potent 
sales weapon. 

“We presume to speak with some authority on this 
little understood subject of the proper use of color on 
packages bought by women. We are in the business of 
creating and lithographing packages that must appeal to 
women shoppers in self-service stores, and we are able 
to study the results in many case histories. 

“In creating a package whose sales will rise or fall, 
depending on how it appeals to women, much more is in- 
volved than just the laying on of inks. 
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“Feminine psychology is involved. Feminine taste 
is deeply involved. But most of all are involved some of 
the basic principles of full-color consumer advertising. 
“A woman's reactions to color harmonies in food 
packages are conditioned by her personal tastes in colors. 
We don’t mean she will reject her favorite brand if its 
colors fail to please her, but today she has several favorite 
brands of almost everything she buys in self-service stores. 
“So, if her choice lies between several favorite brands, 
the package whose colors interest and please her has 
a distinct competitive advantage. Therefore, in designing 
packages, we take into account the average woman's known 
tastes in colors. For women buy most of your food packages. 
“There has been much research into what colors women 
prefer in packages. But much of this now is obsolete. 
Much of it was an attempt to find women’s preferences 


(Continued on page 60) 
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vanilla tops FEMA discussions 


Vanilla, the country’s top flavor, was also number one in 
discussions at the 45th annual convention of the Flavor'ng 
Extract Manufacturers’ Association, held at the Biltmore 
Hotel, New York City. 

FEMA President William H. Hottinger, Jr., declared at 
the opening session that continued increases in the prices 
of vanilla beans might force food processors to turn more 
and more to synthetics. 

“There is a breaking point in the price of any product,” 
Mr. Hottinger said, “particularly of one that is not an 
absolute necessity, beyond which economics may force a 
product off the market or greatly curtail its use, “partcularily 
it a suitable substitute can be found.” 

He warned that continued price rises would tera vanilla 
extract into a product for “the luxury class and not the 
great mass of people in the middle and lower brackets of 
income.” 

Raymond C, Schlotterer, secretary of the Vanilla Bean 
Association of America, faced up squarely to questions FEMA 
members had posed. (See: “The vanilla market,” June, 
1954, COFFEE & TEA INDUSTRIES, Page 103.) 

“Importers are just as much distressed by high prices 
as are manufacturers,” Mr. Schlotterer said. “Why? Be- 
cause of the greater financial outlay required for purchasing 
in today’s market, plus the increased risks involved.” 

He explained that for several years vanilla consumers 
had received the benefit of very low prices, and as a re- 
sult plantations were abandoned. 

"This is the reason prices are high today,’’ Mr. Schlotterer 
pointed out. “Vanilla, like coffee, takes a number of years 
after the plants are set out before it comes into bearing, and 
it may be several years before any great change is in sight.” 

The convention reelected FEMA's officers for another term. 
Mr. Hottinger, who is with Bowey’s, Inc., Chicago, continues 
as president. 

Other officers are: first vice president, Don C. Jenks, Foote 
& Jenks Co., Jackson, Mich.; second vice president, Myron 
J. Hess, S. Twitchell Co., Camden, N. J.; third vice president, 
E. N. Heinz, Jr., Food Materials Corp., Chicago; secretary, 
L. P. Symmes, Baker Extract Co., Springfield, Mass. ; treasur- 
er, Lloyd E. Smith, Virginia Dare Extract Co., Brooklyn, 
N. Y. 

On the executive committee are S. M. Kleinschmidt, Liquid 
Carbonic Corp., Chicago, chairman; Miller Winston, Blanke- 
Baer Extract & Preserving Co., St. Louis; Dr. A. S. Wendt, 
Fred Fear & Co., Brooklyn, N. Y.; C. P. McCormick, Jr., 
McCormick & Co., Inc., Baltimore, Md. 

Reporting in the unavoidable absence of Louis Gampert, 
president of the Essential Oil Association of the U. S., Hans 
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Hottinger: reelected prexy Janovsky: research reporter 
P. Wesemann reviewed, the situation on essential oils. 

After many months of very much reduced yields of oil 
of lemon per ton of fruit, there now seems to be a turning 
point and yields are again becoming more normal. Mr. 
Wesemann, vice president of Fritzsche Brothers, Inc., told 
the convention. 

Increase in demand for Florida orange juice and concen- 
trates make available huge quantities of orange oil as a 
by-product, Mr. Wesemann indicated. Quite often the 
holder of such oil is satisfied with a price on a “cost plus” 
basis, with the raw material costing nothing, he added. He 
suggested that the quality be watched carefully. 

No shortage of lime oil is to be expected, and the old 
law of supply and demand will regulate the price, Mr. Wese- 
mann said. 

Mr. Wesemann also summarized the situation in oil of 
grapefruit, oil of tangerine, oil of peppermint, spearmint oils 
and oils of anise and cassia. 

John S. Hall, executive secretary and general counsel of 
the associaticn, reported in his usual thcroughgoing way on 
legal developments affecting the flavor field. 

Robert C. Hibben, executive secretary of the Internationil 
Association of Ice Cream Manufacturers, Washington, D. C., 
told FEMA that vanilla remained the favorite flavor, ac- 
counting for a little over 50 per cent of ice cream production. 

Second in the nation’s preference was chocolate, Mr. 
Hibben said, and third was strawberry. 

He pointed out that coffee ice cream was in great demand 
in the New England states. 

Flavor problems in ice cream and other frozen desserts 
were discussed by Dr. John L. Barnhart, technical director 
of the Dairy Industries Supply Association. 

Until now it has been easy for the ice cream plant m-nager 
or production head to put the blame on the flavor salesman 
when anything goes wrong, he indicated. Now the Inter- 
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national Association of Ice Cream Manufacturers has per- 
fected a system of accurate technical information which will 
place the blame, if any, where it belongs. 

Harold Janovsky, chairman of FEMA's Scientific Research 
Committee, explained the reasons for the questionnaires sub- 
mitted to members. They will provide data to be submitted 
in the future to Food and Drug Administration officials. 

He pointed out that the flavor industry was confronted 
with a serious problem by the classification of aromatic 
chemicals as chemical additives. 

Dr. H. Sipple, executive secretary of the Nutrition 
Foundation, then moderated a panel discussion on chemical 
additives in foods. Taking part were C. A. Herrmann, 
FDA's chief of field service in New York City; Dr. S. Sher- 


wood, Sterwin Chemical Co.; G. J. Williams, legal depart= 


ment, Dow Chemical Co.; and Dr. Bernard L. Oser, Food 
Research Laboratories, Inc. 

In what is by now a tradition, 40 flavor chemists assembled 
for breakfast on the final day of the meeting, under the 
leadership of Mr. Janovsky. 

To have more time for consideration of the many problems 
which come up for discussion, the group recommended that 
at future Conventions an entire afternoon be set aside for the 
chemists 

Louis Bohmrich, chief of administration of the United 
States Mission to the United Nations, outlined economic 
progress achieved through the U. N. 

Food as a fashion item was discussed by Bernice E. Connor, 
director of editorial liaison for the Ladies Home Journal. 

The social program began with the suppliers’ hospitality 
party and wound up with the annual banquet. 

Members competed in the annual golf tournament at the 
Baltusrol Country Club, Springfield, N. J. Guy Bates, of 
the Bates Chemical Co., won for the third successive year 
and took permanent possession of the President’s Cup, pre- 
sented by past president L. S. Beggs in honor of his father, 
the late Frank S. Beggs. 


Bulletin on flavors for baked goods 

H. P. Kessler, sales manager of Givaudan Flavors Inc., 
manufacturer of basic flavor materials, has announced the 
publication of Technical Bulletin B-1, ‘Flavor for Baked 
Goods.” 

The four-page bulletin contains information on the appli- 
cation of basic flavoring ingredients, spice oil replacements 
and the use of vanilla specialties, in baked products. 

The application of butter, citrus flavors and rum flavors 
in baked goods is also discussed, and additional details 
on coumarin replacements are given. 

Copies of the bulletin are available upon request. 


Issues new brochure on flavors 
Now available is a newly revised edition of the,“‘Spice- 
olate Flavors Brochure” issued by Dodge & Olcott, Inc. 
Containing 18 pages of listings, formulas and tables for 


syrup making and salt, the new folder also carries an 
attractive new cover and format. 

Formulas include such products as barbecue sauce, cat- 
sup, mustard, oyster or sea food cocktail sauce, pickles, 
sweet liquor for pickles, piquant sauce, Worcestershire 
sauce, etc. 


Henschel named general saies manager 

George F. Henschel, manager of sales for the American 
Can Co.'s Atlantic division, has been named general 
manager of sales in the company’s general offices in New 
York City, it was announced by D. B. Craver, vice presi- 
dent in charge of sales. 

A veteran of 24 years with the can-making firm, Mr. 
Henschel joined Canco as an inspector in the Philadelphia 
plant shortly after his graduation from the University of 
Pennsylvania’s Wharton School of Finance. He trans- 
ferred to the sales department in 1935 as an assistant in the 
Atlantic division office in New York. 

He subsequently served as a salesman in northern New 
Jersey, as assistant district salesmanager in Rochester, 
N. Y., and as district manager in Philadelphia, before 
his appointment in 1947 as commodity manager of non- 
food can sales in the Atlantic division. He was named 
assistant division manager of sales in 1950 and two years 
later headed the beer can division in the general sales 
department. He had held his most recent post since De- 
cember, 1952. 


color on your package 


(Continued from page 57) 





among a very limited range of colors. Because the number 
of colors and tints that then could successfully be repro- 
duced on a package was very limited. But today there are 
possible literally hundreds of choices of colors and tints. 

“Another point: In modern food merchandising the 
new viewing distance for packages in self-service stores 
has made a vital difference in the role color can play in 
attracting and interesting women. In the old days, pack- 
ages were designed for distant viewing on wall shelves. 
Strong colors were softened by that distance. 

“But because of today’s close-up viewing range, softer 
colors often are preferable. For wemen today make their 
choice from arm’s-length distance. Through skillful use 
of colors your package can get attention. But it should 
get interested attention. It should both attract and hold 
the shopper's interest. 

“Since cclor as such is not the prime reason a woman 
buys your package, but since it is an important factor in 
arousing and holding her interest in the pictorial and 
sclling message on the package, new color research on how 
best to use color as a sales tool can avoid serious mis- 
takes.” 
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some spices are powerful preservatives, 
ASTA hears at Lake Placid convention 


Two natural spices—sage and oregano—were recently 
found to contain substances with greater preservative 
properties than some of the most powerful food antioxi- 
dants known, according to the research committee of the 
American Spice Trade Association. 

In micro stability tests conducted at the Hormel In- 
stitute, University of Minnesota, sage yielded an antioxi- 
dant with an index of 28 at 0.02 per cent concentration. 
In the same test and at the same concentration, butylated 
hydroxyanisole, one of the most potent anti-oxidants em- 
ployed in the food industry today, has an index of 10. 

The researchers found the antioxidant index of the sub- 
stance derived from oregano was 16. 

These findings were revealed in ASTA’s annual re- 
search report, presented at the group’s recent convention, 
held at Whiteface Inn, on Lake Placid, Whiteface, N. Y. 
Studies on the antioxidant properties of natural spices 
have been in progress at the Hormel Institute under an 
ASTA fellowship for the past five years. 


Gerrit Leonard elected president 


Gerrit Leonard, of C. M. Van Sillevoldt, Inc., was 
elected president at ASTA’s 48th annual meeting. Mr. 
Leonard served as vice president during the past two 
years, and before that was treasurer for two terms. 

T. Bernard Jones, of The R. T. French Co., was named 
vice president. He has been on ASTA’s board, as chair- 
man of the grinders’ section and as an elected director, 
for the past four years. 

Albert E. Keogler, of Albert Ehlers, Inc., active in in- 
dustry affairs, was elected treasurer. 

Named directors for two years were Howard C. Wolf, 
of McCormick & Co., Inc., and Harold Gavigan, of B. C. 
Ireland, Inc. 

Retiring ASTA president John J. Frank will serve as an 
interim director, filling the vacancy left by Mr. Jones, who 
now serves as vice president. 

The Lake Placid meeting also elected a new arbitration 
committee, and alternates. On the committee to serve 
one year are: 

Walter D. Archibald, Archibald & Kendall, Inc.; Wil- 
liam E. Martin, William E. Martin Co.; Harry J. Schlicht- 
ing, Harry Schlichting & Co., Inc.; John Max Weyer, Van 
Loan & Co., Inc.; Walter L. Willner, Walter L. Willner 
Co.. Inc. 

Named alternates were Richard M. Becker, Becker- 
Mayer Seed Co., Inc.; John P. Fochtman, Internatio- 
Rotterdam, Inc.; Kenneth G. Frazer, Ludwig Mueller Co., 
Inc.; Fred W. Jungbluth, Knickerbocker Mills Co.; Samuel 
Kaltman, Mutual Spice Co.; Peter Pannell, Mincing Trad- 
ing Corp.; and E. H. Sennhauser, of the company bearing 
his name. 

Changes in arbitration procedure, which threatened 
prolonged discussion, were turned over to an expanded 
committee for consideration during the coming year, with 
recommendations to be made to the next convention. 


JULY, 1954 


A review of the wealth of publicity achieved for spices 
during the year, and plans for the period ahead, were 
presented, with sound effects, by Bernard L, Lewis, Inc., 
public relations consultants to the association. 

A plaque in testimony of his contributions to ASTA 
as president was presented by the board to John J. Frank. 

“Following a long family tradition, he has aggressively 
given of his time and energy in the interests of the in- 
dustry,” the board declared. “During his tenure in office, 
despite political disturbances in spice producing countries 
of the world, he has worked tirelessly in the interest of the 
association to maintain a steady flow of spices to the 
United States.” 

Mr. Leonard, as ASTA president, will look for a com- 
bination of young ideas and senior experience to guarantee 
continued ASTA progress. 

“With sufficient interest developing, I hope to create 
roundtable discussion groups among the junior members 
under the leadership of recognized authorities on quality, 
contracts, research, publicity, arbitration and internal or- 
ganization of the association,” he explained. 

Other studies at Hormel Institute this year established 
that natural spices have preservative effects on oil-in-water 
emulsions, as applied in salad dressings and condiments, 
the research report explained. Most of 32 spices tested, 
according to the report, stabilized the oil in the emulsions 
against oxidization. Specific tests were also conducted on 
mayonnaise, French dressing and ground pork. 

The Hormel Institute research is one of several research 
projects being carried out under the spice trade’s sponsor- 
ship at various universities and industrial laboratories. 

According to the research report, an industrial fellow- 
ship has recently been arranged with the Agricultural 
Research Service of the U. S. Department of Agriculture. 
This project will seek to develop improved analytical 
methods for evaluating quality in spices. 

Other spice research 

Reviewing the past year in spice research, the report re- 
vealed that studies at the University of California have 
finally proven erroneous the charges that spices contri- 
bute to speilage of pickles due to softening. The pri- 
mary source of softening bacteria, according to the re- 
port, now appears to be the soil. Softening is due fre- 
quently to the lack of proper control and takes place 
before the spices are even added. 

At the American Meat Institute Foundation, the re- 
port noted, it has been found that natural spices have 
a preservative effect on frozen pork sausage and frank- 
furters. The Meat Institute researchers also substantiated 
by taste tests the fact that the flavor of natural ground 
spices is released gradually into a meat product for some 
time after the spices are added. Thus a product seasoned 
with natural spices actually has more spice flavor several 
days after it is made than at the time it leaves the pro- 
duction line. : 

The spice trade research committee also reported that 
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studics of the medical aspects of spices are being con- 
ducted at the Harvard University Medical School. The 
research report noted that there has been a highly signifi- 
cant change in dietary literature regarding spices in recent 
years. 

Following the findings of a spice trade research project 
in 1951 that spices may be safely included in low sodium 
diets, there has developed a new dietary attitude toward 
spices, reflected in many books and articles, the report 
stated, 

Research at Harvard is exploring the dietary significance 
of spices further. 


Neiberger joins McLaughlin Gormley King 

Paul D. Torpin, vice president of the McLaughlin 
Gormley King Co., Minneapolis, 50 year old Twin Cities 
firm engaged in importing and milling of spices, an- 
nounced the appointment of R. W. Neiberger as sales 
manager of the firm's food products division. 

Mr. Neiberger is well known in the food products in- 
dustry, having spent almost a score of years in sales, ad- 
vertising and merchandising of food products. 

During the past seven years he was associated with 
Durkee Famous Foods, starting with that company in 
Kansas. In 1949, he was put in charge of the Minnea- 
polis office, and in 1952 was advanced to manager of the 
central division of Durkee Famous Foods, with head- 
quarters in Chicago. 

As sales manager of the McLaughlin Gormley King 
Co.'s food products division, Mr. Neiberger will make his 
headquarters at the company’s home office, in Minne- 
apolis. 


Produces Pepper 
and Allspice without 


Floury ° 


“e 


SCHUTZ-O'NEILL ROLLER MILL 


Primarily a granulator, the new Schutz-O’Neill 
Ball Bearing Roller Mill cuts down the amount of 
powdery residue in the ground product. Double 
grinding action with two pairs of rolls develops 
capacity of 350 to 400 lbs. of pepper per hour. An 
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LETTERS TO THE EDITOR 





Dear Sir: 

We have read with a great deal of interest the sum- 
maries of the article on “Pepper Cultivation and Market- 
ing” by E. Brown and D. E. Reader appearing in the 
recent issues of your publication. 

We have noted at the end of Summary No. 4 there 
are quoted Canadian Standards for the composition of 
Black and White Pepper. These are the current ones now 
in force. It is anticipated that when the Revised Food 
and Drugs Act of 1953 for Canada is proclaimed, prob- 
ably next month (July—Ed.), that the regulations made 
under this Act will contain revised standards for Black 
and White Peppers. The drafted proposed standards 


are as follows: 


Black Pepper White Pepper 
CG G 


UC Ka 





Not less than 
Non-Volatile Ether Extract, and 6 
Pepper Starch 


Not more than 

Total Ash, and 

Ash insoluble in Hydrochloric 
Acid, and 


Crude Fibre 


William H. Hill 
Regional Director 
Food and Drug Divisions 


| Department of National Health and Welfare 
| Vancouver, Canada 


Indian tea exhibited 


An exhibit of varieties of Indian teas and other food 
products was put on display at the New India House, New 
York City. 
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By MARK M. HALL 


® @ For green men, the coffee business 
is a feast or a famine, and in these days 
of bouncing prices it is sometimes that 
way with the roaster, Last March the 
roaster was working overtime. As of 
today, the green men say the roaster is 
not buying and business is slow. What 
worries the boys is that with Colombians 
at 85 cents and Brazils at 90 cents, the 
market seems upside-down. 

Roasters have been buying Colombians 
to the extent that is is ela'tmed that 60 
per cent of the crop has been sold. Ex- 
porters in Brazil are holding stocks, feel- 
ing secure in the statistical situation, and 
more satisfied with holding coffee than 
cruzieros, which might be devaluated. 
When the new crops come in they will 
exchange coffee for coffee. 

This is an in-between period which 
seems to show up every year, but this 
time there may be a few extra problems. 
The roasters are waiting it out against 
the holders of coffee in Brazil. High 
loan rates work in the latters’ favor, but 
it is conceivable that coffee growers and 
exporters may reach a time when they 
have to sell. If they reach that time 
before the roasters have to buy, things 
might happen pricewise, but which way 
no green man would hazard a guess. 

The final determining factor might be 
what the public is consuming in this 
country. No one seems to know now, 
but some day coffee bought ahead will 
be out of the way, and day-to-day con- 
sumption will be evident. Besides, the 
consumer has not yet paid the retail price 
which will of necessity finally come from 
$1.24 coffee wholesale. 

Some report in San Francisco that the 
restaurant business is falling off. The 
smaller restaurants are stretching out 
their coffee and some roasters are making 


a darker roast to permit smaller amounts 
of coffee per cup. 

It is said that the Pacific Coast has 
about two month’s supply of coffee, more 
so than other parts of the country. There 
have been big increases in imports of 
African coffees. Last year they totaled 
1,903 bags through June, and this year 
are 82,056 bags. 

Indonesia and West Indian coffees have 

also shown big increases proportionately. 
Increases have been made by Colombians 
and Brazils, but at a much lower per- 
centage. Good mild Centrals have been 
running behind last year. With the rain 
damage in Brazil, quality coffees will be 
scarce. 
@ @ It was a fine job that Neil F. Hop- 
ping of Hills Bros. performed for the 
industry in ironing out certain difficulties 
in handling shipments of coffee from 
Nicaragua. He has nothing but praise 
for the fine spirit of cooperation shown 
by shippers from that country, and be- 
lieved it set a pattern for future rela- 
tions. 

For a number of years there was a 
problem of receivers on the Pacific 
Coast understanding the marking and 
identification of coffee bags from Nica- 
ragua. There were marks and_ over- 
marks, and it was hard to tell which one 
was to be used. This led to discrepancies 
between the marks and the bills of lad- 
ing. Confnven resulted on the dock 
here, and often congestion was the result, 
delaying the delivery of not only Nica- 
raguan coffee but of coffee from other 
countries as well. 

P.C.C.A. had worked on the problem 
for a number of years, but in the past 
had left it up to some individual who 
made a passing visit and did not stay 
long enough to solve the matter. This 
time they wanted to do a good job. The 


association cast about and decided Neil 


Hopping was the logical man. He had 
long experience in handling shipments 
for Hills Bros. Release was obtained 
from his management and he set off for 
San Juan del Sur, Corinto and Managua, 
ports and towns in Nicaragua, where he 
would find the shippers and forwarders. 
Neil spent three weeks in Nicaragua. 
H> met the shippers, got them together 
and went over the whole problem. An 
agrcement was worked out which all of 
them signed. It was very simple. They 
were willing to try it for a vear. They 
all showed a fine spirit of cooperation. 
Neil was treated royally. It all shows 
what can be accomplished when the 
parties concerned really get together and 
discuss matters which are, after all, of 
interest to everyone. Neil thinks the 
Nicaraguans are grand people, and hopes 
that something else might arise which 
would take him to that country, take as 
long, and be as easy to solve. 
@ @ Hamilton Nolan, vice president of 
S. F. Pellas, Inc., of New York City was 
a recent visitor in San Francisco and at 
his home office. 
se @ Mr. and Mrs. Weldon Emigh com- 
bined business with pleasure in their re- 
cent trip to the Northwest, visiting Van- 
couver, Seattle and Portland. 
8 ® George Moran, of Pope and Talbot, 
in protesting the state of business, said 
that roasters would have to stop buying 
Colombians. It only goes to show how 
changes in market conditions can affect 
the equanimity of a steamship man. 
Harry March, of Grace Lines might not 
agree with George. 
® @ George Lewinsky, with Goldtree 
Leibes, coffee exporters of San Salvador, 
was a recent visitor to this city. 
@ ® Mrs. Teodore Lassally, of San Sal- 
vador, passed through San Francisco last 
month. Her daughters attend a_ school 
in Victoria, B.C. She met them here on 
her way home. Her husband is a coffee 
exporter. 
a w FE. C. Ramsey, of Caswell, has been 
away from his office for some time, part 
(Continued on page 67) 
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® @ Ed Aborn’s prize-winning net 72 golf 
score and the greens’ 27-6 toasting of the 
roasters’ softball team highlighted the 
annual Green Coffee Association outing 
at the Hackensack Golf Club on June 
22nd. About 300 coffee men took part in 
the day's festivities. 

The green team scored early and often 
in their game with the roasters. By the 
end of the third inning the score was 17-0, 
and from there on it was a question of 
whether the beer would hold out for the 
balance of the game. 

The roasters didn’t mind the score as 
much as their thirst. They had hardly 
come into the “beer garden” when it was 
time for them to take the field again. 
During the greens turns at bat, there were 
enough rans scored to allow everyone to 
quench their thirst over and over again. 

However, the latter part of the game 
saw the roasters score some runs, and 
although they were far short of the green 
total, they were able to catch up a bit 
in the “tap department.” 

By the end of the seventh inning both 
teams had their fill of running the bases 
and bending the elbow. 

Ralph Lombardi captained the winning 
greens, while Clayton Mount led the 
roasters. 

Ed Aborn posted the low net golf score 
to take home the first prize cup, donated 
by the New York Green Coffee Associ- 
ation. Wally Spitzform came through 
with a net 73 to walk off with the Silver 
Cup, donated by the New York Coffee 
Roasters Association. 

Guest golf prizes were won by G. Dohn, 
S. Wallace and B. O'Callahan. In the 


hole-in-one tournament, Cy Sasseen came 
closest to the pin to take top honors. He 
landed 4'11” from the cup. Larry Judd, 
at 13’ 2”, was second. 

The raffle for a matched set of four 
golf clubs was won by Arthur Ransohoff. 

Other prizes awarded at the evening 
dinner went to D. Osborn, R. Vilas, W. 
Watts, H. Horwitz, J. A. McMillan, J. A. 
Sim, A. A. Anisansel, W. McDonald, P. 
Schlagel, S. Haas, E. Jacquemot, W. 
Farmer, C. Wright, T. Greenwood, L. 
Ehrhard, R. Dennison, W. Natter and 
|. Malone. 

In addition to the golf awards, 20 door 
prizes were given out. The general con- 
sensus was that the arrangements for the 
outing were handled excellently. Durand 
Fletcher, George Sasseen, Jim Norton, 
Fred Kohn, Bob Sasseen, Jim Sullivan 
and John Toomey rate a bow for this 
fine job. 

As usual, the weather man cooperated 
and came up with a beautiful day. 

The Peoria Handicap system was used 
during the golf tourney. Here’s how it 
works: 

Before the first man tees off, the host 
pro selects six holes and keeps their 
identity in a sealed envelope until after 
the last man has finished his round. 

The par score for the six holes usually 
totals 24. The number of strokes used, 
over and above the 24 is the golfers’ 
handicap. 

Since the holes selected are unknown to 
the golfers until after all the rounds are 
played, everyone has an equal opportunity. 

The Golf Committee found the Peoria 
Handicap system to be the fairest one 
in this type of tournament. 


® 8 Chock Full O' Nuts Coffee is claim- 
ing that in the six months after it was 
introduced, it reached fifth place among 
vacuum packs in the metropolitan area. 

Not too popular among coffee men, 
partly because of statements by Chock 
Full O’ Nuts President William Black on 
the coffce price crisis, the position won 
by the brand is nevertheless considered 
quite an achievement. 

One local roaster said that if you drop 
out the negative elements and consider 
the positive ones, Chock Full O’ Nuts 
Coffee promotion is worth the studying. 


@ 8 A recent addition to the coffee scene 
is the Bordas Corp., 79 Wall Street. 

Soren Freese, vice president, who was 
in the coffee trade in the West Indies for 
many years, says the firm handles, in the 
main, Puerto Rican Lares, a high-grown, 
mild washed coffee which became avail- 
able only recently, when the island re- 
turned to a coffee export policy. 

Bordas also handles various grades of 
Colombians and Dominicans. 

The Bordas organization has offices in 

Puerto Rico, Colombia and the Dominican 
Republic—in the last for more than 35 
years. 
@ ® Carlos Trueba has just returned 
from a short trip to Colombia. This was 
in the nature of a follow-up of one made 
earlier. 


@ @ P. Pascal moved recently from West 
43rd Street to Yonkers. Now they might 
be interested in coming back. Thieves 
broke into their warehouse on Nepperhan 
Avenue and stole 72 bags of coffee. That's 
bags of 132 pounds each. 
8 ®& Hugo Gouthier de Oliveira Gondim 
has been named Brazilian consul general 
in New York City. He was a member 
of the Brazilian delegation to the U, N. 
He succeeds Jacomo Berenguer Cesar, 
now Brazil’s ambassador to Colombia. 
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By W. McKENNON 


® ® Rene F. Clerc, former president of 
the New Orleans Board of Trade died 
recently in Charlottesvile, Va. Mr, Clerc 
was president of the Board of Trade in 
1918, and later represented the Dock 
Soard, the New Orleans Chamber of 
Commerce, the New Orleans Levee 
Board and the New Orleans Steamship 
\ssociation in various capacities. 

@ @ \Mr. and Mrs. E. A. Lafaye left 
New Orleans to attend the graduation 
of their daughter, Miss Joyce Lafaye, 
from Marymount College in Tarrytown- 
on-the-Hudson, New York City. Mr. 
and Mrs. Lafaye and Joyce sailed from 
New York for a six weeks’ tour of 
Europe. 

@e Mr. and Mrs. Earl Zander °are 
visiting the latter’s parents. Mr. and 
Mrs, Harry A. Levy in St. Paul, Minne- 
sota. 

@ @ \r. and Mrs. Isidore Reisfeld, of 
St. Louis, left on the Del Mar _ for 
a vacation in Brazil. Mr. Reisfeld is 
midwestern representative of J. Aron & 
Co., Inc. 

ee. J. Lafaye, of W. D. Roussel & 
Co., Inc., with Mrs. Lafaye and family, 
are on a motor trip to Gattlenburg, Tenn., 
on a combination vacation and_ business 
trip 

@ ® Alvin Zander, of Zander & Co., Inc., 
spoke at the Northwest Coffee Roaster’s 
Association meeting in Minneapolis, re- 
cently on “Factors Influencing the Coffee 
Market at This Time.” 

@@ Mr. Frederic W. Delamain, of J. 
Aron & Co., Inc., and Mrs. Delamain 
were at West Point, N. Y., the early part 
of the month attending the graduation 
of their son, Jack, from the U. S. 
Military Academy. 

® @ Webster Marks and Max Zander, 
of Zander & Co., Inc., are out of town, 
traveling on business. 


8 @ Lloyd Cummings, of J. A. Folger 


& Co., Kansas City, passed through New 
Orleans recently en route to Guatemala. 
@ # R. Maceo and C. Fertitta, of Beau- 
mont, Texas, accompanied by their wives, 
were recent visitors to New Orleans. 

s @ Bates Smith, of the Interstate Coffee 
Co., Augusta, Ga., with Mrs. Smith, were 
through New Orleans en route to Mexico 
City. 

® 8 Overton Dickenson, of the Fleet- 
wood Coffee Co., Chattanooga, has re- 
turned home after a short visit here. 

® ® Carl Borchsenius of Carl Borchseni- 
us & Co., New York City, with Mrs. 
Borchsenius, recently spent a few days 
in New Orleans. 

@e@A recent business visitor in New 
Orleans was William Palmour, of the 
Pa'mour Coffee Co., College Park, Ga. 
eel. R. Arnaud, of Lafaye and Arn- 
aud, with Mrs. Arnaud and their son, 
sailed aboard the Del Mar for Brazil 
where they will visit Rio, Santos and the 
interior before returning in August 
aboard the Del Norte. 


e @ R. M. Nash, of Nash and O’Brien, 
flew to Brazil recently on business for 
the firm. 

8 ®& The coffee trade here was schocked 
to learn of the death of Fred Good, mem- 
ber of the St, Louis office of Otis Mc- 
Allister. 

@ @ Jules Cathalogne, who retired from 
his coffee business a year ago, was visit- 
ing friends in the trade recently, looking 
hale, hearty and relaxed. 

es @ After a ten-day stay in the hospital, 
Albert Breaux, Sr., is back at work, feel- 
ing fine, recovered from virus pneumonia. 
@ #8 Mr. and Mrs. Albert Hanemann an- 
nounce the approaching marriage of their 
daughter, Aimee, to James F. Quaid, Jr., 
at the Church of St. Rita on July 31. 


nN @ Bailey's Coffee cperates plants in At- 
lanta, Ga., and Richmond, Va. 


Southern California 
By VICTOR J. CAIN 


ee Mr. and Mrs. William Waldschmidt, 
of Otis McAllister, Los Angeles, made 
the trip to Carmel-by-the-Sea for the 
Pacific Coast Coffee Association’s con- 
vention. 

@ @ Mr. and Mrs. Earl Lingle, of the 
Lingle Bros. Coffee Co., journeyed to the 
San Francisco area for a weeks’ stay. 

gs @ Bill Morton, of W. J. Morton, Inc., 
flew to New York to board the Argen- 
tina, bound for Brazil. While there, Bill 
was joined by son, Bill, who accompanied 
him on his trip. Bill is expected to re- 
turn to Los Angeles via one of the 
Moore-McCormack freighters = coming 
thruogh the Straits of Magellan. 

@ @ The Los Angeles Coffee Club held 
a stag dinner and cocktail party at the 
Jonathan Club. Lorrie Moseley, presi- 
dent of the Coffee Club, acted as Master 
of ceremonies for the evening. Jack 
Arnold, manager of the Huggins- Young 
Coffee Co., was called upon to do yeoman 
duty as the story teller of the evening. 
Those attending included Ray Bradt, 
Andrew Moseley, Edward Apffel, Ted 
Lingle, Earl Lingle, Charlie Nonenmacher, 
Bob Olizar, Warren Emmerling, Leonard 
Koppel, Jack Arnold, Lorrie and Dick 
Moseley, George Ettinger, Herman Lan- 
don, Bill Morton, Charles Mack, Charles 
Josephe, Vic Cain, Herb Knecht, Bill 
Waldschmidt, Walter Dunn and Bill 
Gloege. Everyone enjoyed a delightful 
dinner, and later adjourned to the card 
room. As always, the evening was so 
complete many of the men were acking 
when another such affair, or a golf day, 
was scheduled. So we are looking for- 
ward to another well organized party in 
the near future. 

@ 8 Tom Halpin, coffee buyer for Certi- 
fied Grocers of California, Ltd., has as- 
sumed the roll of television producer as 
well. Acting as a guide and commentator 
for Bill Welch, of KTTV, Los Angeles, 
Tom took him on a tour of their coffee 
plant, and continued on through t> their 
bean packing department, explaining each 
phase of the operations from th: raw 
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product to finished product as it goes to 
the retailer for chain groceries. From the 
comments by various television viewers, 
this program was a huge success, as well 
as unusual for all concerned. 

@ 8 John Gumpel, of the Leon Guttmann 
& Co., Guatemala, stopped in Los Angeles 
for a few days enroute to San Francisco 
and New York. Mr. Gumpel was shown 
the sights of Los Angeles by Barbara 
and Norman Johnson, of E. A. Johnson 
& Co., San Francisco. While here in 
Los Angeles, Mr. Gumpel and Mr. Johns 
son made their headquarters with W. J. 
Morton, Ine, 

@ ®8 The Pacific Coast Coffee Associa- 
tion has just completed the 23rd annual 
convention, held at the Del Monte Lodge, 
Pebble Beach, Calif. As usual, it was a 
grand affair in all respects. Peter Folger, 
outgoing president of the association, is 
to be congratulated on a very fine tenure 
of office, along with his combined assis- 
tants and board of directors. 

The golf tournament was won. this 
year by Bill Lynch, vice president of 
Grace & Co., with a low net score of 
70 strokes, to be the holder of the cup 
for the ensuing year. 

It might be well to mention at this 
time that Bill Lynch also won the low 
gross with a score of 81, which can be 
said is a very fine score. To Cedric 
Sheerer of Ruffner, McDowell & Burch, 
Inc., went the second prize with a low 
net score of 72, followed by a tie between 
Ernie Kahl, of Ruffner, McDowell & 
Burch, Inc., and Gene Heathcoate of 
S. F. Pellas, Inc. with low net scores of 
75 strokes and the dark horse from 
Southern California, Earl Lingle, of the 
Lingle Bros. Coffee Co., placing fifth 
with a low net of 76. All others felt the 
effects of that difficult but wonderful 
course. 

Also, it might be said that this year was 
one of the best from the ball players’ 
point of view. The game was well at- 
tended, with players as well as spectators. 
Unfortunately, the game ended in a tie 
with nine runs for each side, but was 
much fun for all. However, it seems 
the old muscles don’t get the exercise 
they used to, hence many complaints of 
being stiff the next day. 

The grand climax was a galaxy of fine 
and beautiful talent for the evening's 
entertainment and Ed Johnson, Jr., acting 
as master of ceremonies. So we say to 
all, it was a great time, and we will see 
you next year same time, same _ place. 


Aloha! 


St. Louis 
By LEE H. NOLTE 


ss The golf party of the St. Louis 
Coffee Club, played over the course of 
Norwood Country Club, was a big suc- 
cess. Twenty-five teed off. 

The Blind Bogey was won by Tom 
Venker, of the General Grocer Co., 
The low gross prize was won by Ed 
McCleery, of the W. Ferd Dahlen Co.; 
second low gross for Walter Landmann, 
secretary of General Grocer and, inci- 
dentally, president of our club. Hurrah 
for Walter! 

On the hole-in-one, no one qualified, 
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because none of the players landed on the 
green. Our good chairman, Ed McCleery, 
says the hole-in-one will be played again 
at our July meet. Boys, get the rust 
off your clubs so you can get on the 
green! 

A good supper was served, with all 
the trimmings, and everyone seemed to 
have a good time. As usual, everyone 
went home with a prize. 


Chicago 
By JOE ESLER 


8 8 Hills Bros. Coffee, Inc. is offering 
a coupon worth ten cents toward the 
purchase of a can of Hills Bros. coffee. 
@ @ Chicago trade mourns the death of 
Jack M. Zapolean, vice president of Borg 
Erickson Corp. He was well known to 
the coffee premium trade. 

@ 8 The annual picnic and get together 
of the Chicago division of Continental 
Coffee Co. will be held July 24th at River- 
view park in Chicago. Several hundred 
are expected. 

@ 8 David J. McKay, formerly in St. 
Louis for the Royal Co. is new located 
in New Orleans as assistant sales mana- 
ger of the Shellmar-Betner division of 
Continental Can Co. He was in charge 
of the company’s’ exhibit at the 
NRTCMA convention. 

@ @ General Foods Corp, will open a 
new Chicago region and district sales 
office for Maxwell House coffees on 
July 14; R. C. Eldridge as regional sales 
manager and L. W. Strand as district 
sales manager. 

The offices will be located at 2277 W. 
Howard Ave., and will serve northern 
Illinois, Wisconsin, Minnesota, the Michi- 
gan peninsula, North and South Dakota 
and most of Iowa. 

Roland Osterland will act as region 
controller and D. L. Elhard, administra- 
tive assistant. 

@ @ The American Spice Trade Associ- 
ation had a very fine exhibit at the Inde- 
pendent Meat Packers Convention. They 
distributed their latest spice booklet and 
gave away samples of pepper in neat 
glass shakers. 

@ s Among the companies having ex- 
hibits at the convention were: American 
Spice Mills, Griffith Laboratories, Exact 
Weight Scale Co., Dow Chemical Co., 
etc. 


Vancouver 
By R. J. FRITH 


@ @ Brooke Bond (Canada) Ltd., has 
taken over the operation and direction 
of both the T. H. Estabrooks Co., Ltd., 
and Blue Ribbon, Ltd., in the Vancouver 
and B. C. territories. 


San Francisco 


(Continued from page 63) 


of it spent in the hospital. He is re- 
covering fast and expects to be at work 
soon. 

@® @ McCormick & Co., Inc., through 
their western divisions, Schillings and 
Ben Hur, were well represented at the 


P.C.C.A. convention, Those attending 
were Ray Bradt and Walter Emmerling 
from the South, and Warren Kludt, Paul 
Didstrup, John Miller and Alan McKay 
from here. 

® @ Edward Vinnicombe, of McCorm- 
ick, and vice president of the Tea Associ- 
ation, was a visitor in San Francisco. 

@ se Warren Kludt, head coffee man at 
Schillings, informs us that the company 
is installing a new line of grinding mills, 
replacing old ones. This will enable 
greatly increased production. 

ws @ The H. E. Teller Co. has absorbed 
the Golden Eagle Coffee. Malcolm Tel- 
ler is manager. 

s # Bill Roussel, of New Orleans, will 
be the guest of Harry Maxwell for the 
encampment of the Bohemian Club dur- 
ing July at the Bohemian Grove. 

se lee Elliot, of Defiance Tea and 
Coffee Co., visited San Francisco for 
one of the regular meetings of the board 
of directors of P.C.C.A. 

® @ Last June Mr. and Mrs. Ed Johnson, 
Sr., were in Brazil. Fred Ruhland, of 
C. G. Cambron, was in the same place. 
Tom Duff, of Leon Israel, met Gene 
Hood, of Otis McAllister, in Medellin. 
And so they go. 

@ @ Ed M. Manning, vice president and 
general manager of Mannings, Inc., spent 
part of last month in Seattle and the 
Northwest looking over their restaurant 
operations. Bob Manning, who is mana- 
ger of the coffee department, informs us 
that the firm has invested $500,000 in a 
new restaurant on 5th and Market Sts., 
San Francisco, with a seating capacity of 
500. This is one of 46 such units, and is 
designated as a “coffee cafe”. A Ham- 
mond electric organ has been installed 
for the entertainment of customers. 
ee W.S.T.A.’s regular annual picnic 
will be held August 22nd at San Mateo 
Memorial Park. John Siegfried, presi- 
dent of the association, says they will 
try to outdo former events. The same 
fine caterer will serve juicy steaks. There 
will be games for the children, refresh- 
ments for the boys, and bingo for the 
women. Tea will be served, but you 
don’t have to drink it if you prefer 
Scotch. 

® ® Harold Gavigan, of B. C. Ireland, 
attended the American Spice Trade As- 
sociation convention last month. He also 
called on representatives of the Maritime 
Commission regarding shipping problems 
on the Coast. Mrs. Gavigan accompanied 
him on the trip, for it was in part the 
celebration of their 30th wedding anni- 
versary. They enjoyed themselves by 
going places in New York. 

@ 8 The Harbor Board for the Port of 
San Francisco, Stanley Evans, statis- 
tician, reports shipments of coffee through 
the port during May, this year, were 
9,637 tons, and May, 1953, 16,639 tons. 

The total through May this year is 
76,923 tons, and for the corresponding 
period of 1953 it was 78,206 tons. 

The value of all coffee coming into the 
Bay Area customs district in 1953 was 
$171,994,643; in volume 165,845,220 tons. 
In 1952, the total was $151,019,460 and 
148,485 tons. 
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Pneumatic Automatic Cartoning Line. sp ea Phyfe ene aac pm ‘Pn Pama ae 64 
- . | Pope & Talbot Lines 37 
s. 5. Gi, 62, aay cnger Filors. East Asiatic Co., The € | Pane Co., We Soe ois ce hes 64 
Whiz Packer and Triangle Fillers. Eastern Tea Corp. : 
Triangle Semi-Auto. Carton Sealer. Emigh Co., Inc., Weldon H. .... 6: Ransohoff Co., Inc., 
Amsco, Doughboy Rotary Bag Heat | R. C. Can Co. 
Sealers. Fairchild & sd Reamer, Turner & Co. .......... 
. ° Federacion Cafetalera Centro- Reaud-Geck Corp. .............. 64 
oo ge geo ~~ Package America-Mexico, El Caribe .... | Reed & Co., Inc., Geo. W. ...... 63 
¥ : . cited Roussel & Co., W. D. .......... 


This Is Only A Partial List Cinders. ace NG ERY tn 
OVER 5000 MACHINES IN STOCK Grace Line 4 |  S§chonbrunn & Co., Inc., §. A. .... 2 
Tell Us Y R Grace & Co, W.R. ... ; Schutz-O'Neill Co. 
a ee Gate § A488 Ges... :.5..: | Sale a tac Chae kgs 


CT ge Geel «hs SAR R oper eras Wrotae |. “SabCafe Mie Cote. oss ss 10 
UNION STANDARD EQUIPMENT CO Gutmann & Co., Ferdinand | Standard Brands, Inc. ........... 33 
318-322 Lafayette St., New York 12, N. Y 


Sterwin Chemicals, Inc. 
Stockard & Co., Inc. ............ 42 











Haitian Coffee 
Hakim, Clement M. ............ 
FOR SALE: 1—Pneumatic Scale 60/min Hall & Loudon ........ ; | Tea Council 
Aer range ll eager aoe aries ee 4>bag Haly Co., The G. S. ..... 53 Thomson, Inc., Henry P. ........ 51 
Sameers. cooling crate: ‘Makined “uae Hansen, Walter R. ‘ | Thurston & Braidich is 
Auto Gluer-Sealer & Comp. belt; 1—Model Harrison Co., The Tompkins’ Label Service 
aS Spee RNa nhac Be: | | Hiker Bernt tae oon AD | 
’ Mixers up to 7.0¢ oy ooper Ji., Co., Joseph G. ...... 4 Inion Bag & Paper Corp. .... 


Mikro Pulverizers: Mixers up to 7.000 Ibs. . = ae 
Partial listing. What have you for sale? United Fruit Company 


CONSOLIDATED PRODUCTS CO., INC., 16- ~ 
19 Park Row, New York 38, BArclay 7- Ireland Inc., B.C. .......----+-++ 62 . 

600 Irwin-Harrisons-Whitney, Inc. ‘ Wessel, Duval & Co., Inc. 

SAE) A Cae PAP ys a . 

WOR :B4kM~—Pnsamatin pouch tree ton bell Israel & Bros., Inc., Leon Wilhelm & Co., Inc., R. C 
machines in perfect running condition. Can 
be seen at our plant any time. $2500.00 
each. Eppens, Smith Company, Inc., Borden 
Avenue & 21st Street, Long Island City. 


WANTED SOLUBLE COFFEE PLANTS BETTER COFFEE 
Would like to purchase establish d coffee paa-cipeeseeiptapirontr 
business or would consider partnership. Writ« 20 rs know how—Low Initia $s +4 
giving full ‘details = on ibe,  banete se High Quality Product can be made in 
Box 100 c/o Coffee and Tea Industries. HEYMAN PROCESS CORP Clean Equipment 
pics gp Packaging Line, Labeler, Cap- Coneulting Chomicel Exginesr® “ Y 
per. an xer. Address Box 147, | N.Y. j 
Coffee and Tea inGestrien ile. pea ad nagdiesonectie Write for € sample 

package of 


MACHINERY FOR SALE _ | “Manufacturing Processes Cc Oo F F E E U R N 
COST CUTTING CONVEYORS. More t ” 
100 BONDED models. Belt, adhe gr cr | for Soluble Coffee 
types. Portable & Stationary. Easily steri- The first of three installments E 


lized. Special belts & special metals. For 


inspection, packing, loading & unloading of on this important subject be- WALTER R. HANSEN 


containers & bulk products. Bonded Scale . . ae 
Co., 67 Kingston, Columbus, Ohio, gins in this issue on page It. P.O. Box 91, Elgin, Ilinois 
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68 COFFEE & TEA INDUSTRIES and The Flavor Field 





WHAT SHOULD 


“Roaster Ready” 
MEAN TO YOU? 


. .. simply, that you as a roaster can 
obtain 100% usable coffee, entirely 

free of impurities and ready for 
immediate use from Otis, McAllister & 
Co. In New Orleans and New York, 
Otis receives green coffee direct from 
producing countries. Washed and 
unwashed coffees pass through a stoner, 
magnet and twin air separators to 
remove all metal, stones, light beans 
and many black beans. Then the 
science of modern electronics takes over. 
A revolutionary new sorting process 
sorts each bean by color, selects only 
those conforming to a specific 

color pattern. 


When Roasters blend Otis “Roaster- 
Ready” coffee they eliminate sorting op- 
erations, cut processing time and 
assure for their brand new high stand- 
ards of uniformity, purity and quality. 


Producers of DON CARLOS MEDELLINS ¢ 

OTIS ARMENIAS @¢ CARMENCITA MANIZALES ¢ 

ROLLO BUCKS e OTIS MEXICANS e CENTRAL AMERICANS e 
VENEZUELANS e AFRICANS 

and those Team-Mates of Quality 

GENUINE CUSTOM-BUILT VINTAGE BOURBONS 


OTIS M¢ALLISTER 


Established 1892 


310 Sansome St 510 N. Dearborn St. 321 International Trade Mart 837 Traction Ave. 129 Front St. 
SAN FRANCISCO 4 CHICAGO 10 NEW ORLEANS 12 LOS ANGELES 13 NEW YORK 5 


228 King St., East | Main St. 216 S. 7th St. Pier 59 
TORONTO 2 HOUSTON ST. LOUIS 2 SEATTLE | 


pesienicy WEA 














